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The Prototype guide for integrating gender into the Participatory Market Chain
Approach seeks to build understanding on gender issues into value chain interventions
and to create the capacities of PMCA's facilitators in applying gender analysis and
developing gender-sensitive strategies to promote equitable opportunities for men and
women to access to and benefit from the PMCA intervention.
This guide is a prototype document developed from lessons learned during field
research and exchanges between CIP researchers and PMCA practitioners from East
Africa and the Andes.
To develop a gender-sensitive PMCA, gender components were integrated into the
PMCA's methodology in the form of specific tools that accompany the PMCA's phases
of analysis and intervention.Two types of gender tools are presented in the guide: new
gender tools nested into critical points of PMCA and a review of existing PMCA tools
that have been made gender-sensitive.
The gender tools are meant to help users to consider critical gender issues, such as:
an improved understanding of men's and women's division of roles and power posi-
tions in the value chain, a better identification of specific gender needs, an in-depth
analysis of the opportunities and risks for men and women when new businesses are
created, and the need of promoting gender-equitable market-driven solutions. Learning
and capacity development of trainees are achieved through a sequence of training
workshops developed along the three phases of PMCA and their skills are reinforced
by backstopping activities.
The underlying concept is that value chain development interventions such as PMCA,
when designed with gender-equitable principles, can foster both competitiveness and
enhance poverty-reduction goals.
It is expected that PMCA facilitators who have been introduced to the gender analysis
and gender tools presented in this guide will be able to design more gender-responsive,
efficient and inclusive value chain interventions.
ABSTRACT
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Background introduction
The Participatory Market Chain Approach (PMCA) is a pro-poor value chain (VC)
methodology aiming at stimulating market chain innovations that promote win-win
relationships between market actors and smallholder farmers in order to facilitate
their participation into the value chain. It was developed in 2005 by the International
Potato Center (CIP) with the experience gained in the Andes.This methodology has
been applied to several VCs during the last ten years including East Africa and Asia,
and has proved to be a powerful approach to fostering market-driven innovations and
facilitating smallholder inclusion.
Two methodological support tools related to the PMCA approach have been developed:
 The PMCA User’s Guide (2012), which supports PMCA implementations guided
by facilitators and the institution leading the process (available in English and
Spanish);
 A Trainer’s Guide, which provides strategic guidance to trainers who are building
capacity of PMCA facilitators (available only in Spanish)
Both guides have been applied and validated in the Andes, East Africa and South West
Asia. Based on the applications of the PMCA in East Africa (between 2011 and 2013),
CIP researchers and partners identified a major methodological gap in considering
gender issues among VC actors, and therefore the need to make the methodology
more gender sensitive. Indeed, the existing guides lack an adequate focus, as well as
practical instruments on how to analyze and address constraints faced by different
value chain actors (men, women, young men, young women), which, in turn, limit the
PMCA's effectiveness to ensure more equitable access to opportunities and benefits
Chapter I 
Introduction: gender-sensitive training on
PMCA application
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generated along the chain.These limitations would consequently impair the goal of
helping reduce gender inequalities of the beneficiaries of the intervention and they
would potentially affect value chain performance.
To address this gap, CIP colleagues in Africa and Latin America have developed, tested
and/or adapted several gender-analytical tools to complement the PMCA methodolo-
gy and make it gender responsive.This experience gave rise to an ongoing South-
South knowledge sharing and learning process between Africa and Latin America
regions related to methods and tools that aim at improving the link between small-
holders and markets.
The process has been supported by the CGIAR Research Program (CRP) on Roots
Tubers and Bananas (RTB) and the CRP on Policy Institutions and Markets (PIM).
Based on this experience and on the previous guides, this document proposes a sys-
tematic strategy to incorporate gender tools into the PMCA and to assist trainers in
the development of PMCA facilitators' capacities for the application of the gender
tools.
Arguments for integrating a gender perspective into PMCA
A number of arguments have been put forward to emphasize the importance of a
gender perspective and of gender-sensitive analytical tools for value chain analysis,
such as:
(i) Social justice: human rights translate differently for men and women.
(ii) Poverty reduction: fighting poverty is hard if you are gender blind.
(iii) Economic consideration: gender inequity is a missed business opportunity (KIT,
AgriProfocus & IIRR, 2013).
Chakrabati (2013) argues from a broader perspective that: "Only when gender equali-
ty is assured, economies can make use of society's potential talent as well as encour-
age innovations that create wealth". Consequently, the current guide stresses the
importance of applying a gender perspective, supported by specific gender tools, to
PMCA implementations and trainings.
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 13
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What are the expected changes introduced by this guide? 
It is expected that PMCA facilitators, who have been introduced to gender analysis
and planning tools presented in this guide will have skills to design more gender-
responsive, efficient and inclusive value chain interventions that meet both men's and
women's needs and interests1, and to adjust the methodology according to the speci-
ficities of the context and of the value chain's actors involved.
How to use this trainer guide: Important points before starting
This document is a prototype guide for integrating gender into PMCA; it is comple-
mentary to the existing PMCA User's and Trainer's Guides. It reflects the structure of
the existing Trainer's Guide (Spanish version) and presents a sequence of four training
workshops for PMCA capacity building where, gender analysis and tools are intro-
duced in each phase of PMCA. This guide intends to be a support document for
PMCA trainers as well as for PMCA facilitators during the implementation. It provides
gender tools and new insights from field practice.The guide will be validated through
field applications in different contexts, and the tools will undergo a series of field trials
during 2016-2017 in Africa and Latin America.
What this guide can do
 Introduce key concepts on gender and value chain: why, how and when to intro-
duce gender in VC analysis and intervention.
 Introduce and integrate gender analysis and perspective into the PMCA capacity-
building process, specifically considering the PMCA training workshops described
in the previous PMCA Trainer's Guide and outlined in this guide.
 Describe how to incorporate gender concerns throughout the three phases of
PMCA, by using gender analysis, planning and evaluation tools or existing PMCA
tools with a gender lens, and provide illustrative examples of how to use those
tools.
 Identify check points of each PMCA phase for helping trainers in their backstop-
ping activities, ensuring that gender concerns are effectively incorporated.
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 14
What this guide cannot do
 Provide a detailed full conceptual and illustrative description of the PMCA
methodology and training process, which is described in the PMCA User's
Guide and in the Spanish version of the PMCA Trainer's Guide.
 Prescribe which, among the different gender tools proposed, are the most
appropriate for particular VC settings.
 Provide a detailed description of the pros and cons of various gender tools.
 Create full expertise in gender analysis and planning.
Learning objectives of the Prototype Guide for Integrating Gender into
PMCA 
The objective of this guide is to help PMCA trainers effectively teach PMCA facilita-
tors how to incorporate a gender perspective and use specific gender tools during a
PMCA application.The gender capacity-building process follows the sequence of
workshops and backstopping activities as requested in the PMCA training process.
Trainers should work to achieve results at three levels: knowledge, skills and attitudes,
as shown in the following scheme.
EXPECTED LEARNING ACHIEVEMENTS   
PMCA TRAINING
Knowledge of critical aspects of PMCA the-
ory and practice
Skills needed for an efficient PMCA planning,
facilitation and monitoring
Attitudes of the potential PMCA facilitators
(interests and perceptions about the PMCA,
attitude towards value chain actors, and ways
of working and approaching problems).
GENDER-SENSITIVE PMCA TRAINING 
Knowledge and understanding general gender
concepts and their implications
Skills needed for facilitating and applying gender
analysis and evaluation tools
Shift in attitudes that stimulate awareness and
interest on gender issues and commitment to
address them.
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What are the PMCA phases and the corresponding gender tools to be
used?
The PMCA methodology comprises three phases:
 Phase 1. Rapid market chain assessment and identification of innovation
opportunities. In this phase a Research and Development (R&D) organization
(such as NGO, research institution, etc.) initiates the PMCA process by selecting
the market chain to work on, identifying potential partners and carrying out
exploratory market chain appraisal. Phase 1 ends with a final public  event, where
market chain actors (farmers, traders, processors, and market agents), meet the
PMCA leading institution that presents the results of the market chain appraisal
and shares actors´ different expectations, constraints and capabilities, and facili-
tates discussion on possible innovations.
 Phase 2. Analysis, selection and prototype development of identified
opportunities. During phase 2, the R&D organization establishes thematic
groups, which focus on a particular innovation opportunity in the commodity
value chain and facilitates meetings.These meetings are designed to: i) foster
mutual trust and knowledge-sharing among participants, ii) to deepen the analy-
sis of the potential market chain innovations, and iii) to pilot the development of
the selected innovation (business plan and prototype development). Likewise the
first phase, this second also ends with a final event where each thematic group
presents their progress, common objectives and the activities realized to fully
develop market chain innovations. During this phase, the group and the facilitator
will meet and engage with other actors in the process of innovation.
 Phase 3. Launch of innovation. In this last phase the market chain actors col-
laborate for practical innovation processes with the support of the R&D organi-
zation.This phase focuses on the activities needed to launch specific innovations
and may take from three to six months. It closes with a large final event in which
the innovations are launched to a wider group including donors, politicians and
investors.
In each of these phases, the PMCA implies the application of specific tools for analysis
and for decision-making purposes.This gender guide proposes the inclusion of a gen-
der perspective through two approaches:
 By introducing gender analysis, planning and evaluation tools.
 By incorporating a gender focus to the existing PMCA tools.
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 16
The following table presents new or existing PMCA tools, classified by their level of 
gender and the corresponding phase of PMCA where they should be used.
Phase 1
Assessment and
opportunity
identification
Phase 2
Analysis and
development of
opportunities
Phase 3
Launch of 
innovation
Name
 Gender Organizational
Assessment of Partner
Organization (tool 2)
 Gender-Sensitive Value
Chain Mapping (tool 3)
 Gender-Based 
Constraint Analysis and
Planning (tool 4)
 Gender Risk-Benefit
Analysis (tool5)
Level of
gender
significant
significant
significant
significant
Name
 SWOT analysis (see box C9
page 38, User's Guide)
 Gender-Sensitive Impact
Filter (tool1)2
 Qualitative Assessment of
the Market Chain (pg. 41, and
pg. 139  Trainer's Guide )
 Focus Groups (tool5 User's
Guide)
 Rapid Market Appraisal
(tool3 User's Guide)
 Quantitative Market Study
(tool4 User's Guide)
 Business Plan and Cost-
Benefit Analysis (tool 7 User's
Guide)
 Marketing Concept
Development (tool 6 User's
Guide)
Level of
gender
none
significant
some 
some
none
none
none
none
PMCA PHASES AND CORRESPONDING GENDER TOOLS
New PMCA Gender Tools Existing PMCA tools
Table1. PMCA phases and corresponding gender tools: new gender tools developed for each one of the PMCA
phases (left), and existing PMCA tools made gender-sensitive (right column).
Note: the level of gender-responsiveness in all tools has been categorized according to three levels: none, some and
significant.
2. The impact filter tool was already present in the User's guide but had no gender focus in it.
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 17
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The gender tools for PMCA:
Five gender tools for analysis and planning are introduced in this guide.These tools
will be introduced throughout the PMCA training workshops presented in the next
chapter.The tools are:
Tool 1: Gender-Sensitive Impact Filter
The Impact Filter tool is part of the PMCA User Guide (tool1 of User's guide) and
has been revised to incorporate a gender perspective.The Gender-Sensitive Impact
Filter is used in PMCA Phase 1 and provides a rapid qualitative evaluation of the
expected impacts that different market opportunities are likely to have on poverty,
society and environment.The Gender-Sensitive Impact Filter tool looks at possible
impacts of market opportunities on: i) potential to involve women in market chain
activities and in decision-making and ii) potential effect on women's and men's income-
generating opportunities, access to resources, and capacity building.This tool will help
to focus on those potential innovations that are most likely to produce the desired
development impacts, including on women's economic empowerment, while not exert-
ing a negative impact on the most vulnerable actors.
Tool 2: Gender Organizational Assessment of Partner Organization
This tool consists of a survey questionnaire that aims at collecting and analyzing the
perspective of public and private institutions and stakeholders that influences or sup-
ports the PMCA intervention.The analysis focuses on understanding both:
i) the gender awareness and knowledge of the gender context (gender norms and
rules)
ii) the gender responsiveness of the institutions (i.e. whether they have built-in
mechanisms to ensure gender balance within the organization and to carry out
interventions aimed at improving gender equality).
After conducting the interviews, the PMCA facilitator can decide whether the inter-
viewed organization can be a potential partner in ensuring that identified gender-based
constraints are addressed and to what extent it may need some capacity building in
gender mainstreaming.This tool is used at the beginning of PMCA Phase 1, along with
the Qualitative Assessment of Market Chain (see Trainer's Guide), and it provides use-
ful information on the market chain context to feed into the Gender-Sensitive Value
Chain Mapping (tool3).
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Tool 3: Gender-Sensitive Value Chain Mapping
This tool enables users to capture information on the roles and the power position of
male and female actors along the market chain and reveals existing gender issues that
may impede market chain development.The Gender-Sensitive Value Chain Mapping
gives insights on what actions or strategies can support the development of gender-
responsive innovations. It is used during Phase 1, prior to the first event, within the
R&D organization facilitating the PMCA. Linked to the use of the Gender-Sensitive
Impact Filter (tool1), it fosters reflections on gender issues along the chain in a sys-
temic way.The tool can also be used during the Final Event of phase 1, together with
the invited actors, to analyze and discuss more explicitly the gender constraints into
the identified (commercial) innovations.
Tool 4: Gender-Based Constraints Analysis and Planning
This tool is complementary to the Gender-Sensitive Value Chain Mapping tool (tool3),
and allows a deeper understanding and identification of gender-based constraints and
strategies to address them. It provides insights into gender roles and activities along
the different nodes of the value chain, while also identifying the constraints faced by
these actors in accessing resources and services needed to carry out their activities.
Moreover it facilitates an analysis of the identified gender-based constraints by looking
at their consequences, both for the actors and for the sector as a whole, making it
possible to prioritize the most crucial constraints to be addressed.This tool is best
used in phase 2, after that a market opportunity has been selected by the thematic
group. It can be first used by facilitators and then validated in a participatory way with
thematic group members. Information collected through the Gender-Based Constraint
Analysis and Planning tool can be useful to be integrated into the Business Plan (tool7
User's Guide)
Tool 5: Risk and Benefit Analysis
The Gender Risk-Benefit Analysis is a useful participatory assessment tool to quickly
evaluate the effect that implementing a business opportunity has on female and male
chain actors considering relevant dimensions such as amount of work, income, social
position and/or market position.The tool helps to ensure that business opportunities
do not exert a negative effect on either female or male chain actors. It is used during
Phase 2 and 3 with thematic groups.
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 19
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What capacity development challenges are likely?
Sharing the theoretical and practical knowledge needed to enable new PMCA facilita-
tors to use the methodology in a new context can be a difficult task. Besides deep
methodological insights, in many cases attitude changes are needed from the facilita-
tors in order to interact with the variety of market chain actors involved in a the
intervention.At the same time, new insights need to be converted into practical skills
for facilitating the PMCA process and applying the different tools.
These challenges become more complex when a PMCA trainer is not available in the
location where the PMCA is being applied, and that some training and backstopping
need to be provided through emails, skype or telephone in addition to face-to-face
meeting.This implies that the PMCA trainer must be flexible enough to adapt the
training modules to a new context, considering the characteristics of the value chains
in which the PMCA is applied, as well as the level of knowledge and experience of the
facilitators and their training needs.
How are the capacity-development challenges going to be faced?
The capacity-building strategy for PMCA aims to respond to this complexity through
the use of four sequenced training workshops and corresponding backstopping activi-
ties integrated into the three structured phases of a PMCA application. Linking the
PMCA capacity-building process with implementation of the method will allow the
PMCA facilitators to gain relevant capacities stepwise, when they implement the
method and to benefit from an iterative process that allows them to put into practice
what they have learned, and bring back experiences in the next workshop.
The PMCA capacity-building strategy involves both:
(a) training workshops
(b) backstopping activities
In general, the training workshops aim at broadening the theoretical and practical
knowledge related to the PMCA. Figure 1 illustrates the sequences of the workshops
and their main objectives to build the capacities needed to implement a PMCA. On
the other hand, complementary backstopping activities aim at providing practical assis-
tance to improve the work and address challenges faced by the facilitators during
PMCA applications. Figure 2 shows the suggested time frame for the capacity-building
activities.
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Figure 1. Diagram structure to build PMCA capacities: capacity building workshop (left boxes) objectives and main contents, in relation
to the learning and skills acquisition (triangle-center) and the type or participants expected in each of the step of capacity building (rigth)
Figure 2.Time linkages between PMCA capacity building process and PMCA applications
Workshop sequence to build PMCA
capacities
PMCA Capacity Building Process PMCA Applications
Workshop participants
Train 
others
Use
Know
P
ha
se
 1
P
ha
se
 2
P
ha
se
 3
Workshop 4 - Maintain the Innovation
Process
 Consolidation of obtained innovations
 Needs and skills to stimulate further
innovations
Workshop 3 -  Implementing
Innovations
 Implement innovations into practice
 Backstop final Event 1I
 Tools of Phase 3: theory and practices
Workshop 2 Analyzing Market
Opportunities
 Facilitation and development of trust
 Backstop final Event 1
 Tools of Phase 2: theory and practice
Workshop 1 Introduction to PMCA
 PMCA theory and applications
 Adaptations of method in own context
 Tools of Phase 1: theory and practice
Workshop 1 Phase 1: Planning Phase 1
Applications (Market Chain Survey)
tools and gender tools phase 1
Final Event 1
Planning Phase 2:
Applications (Market of Chain Opportunnities
with a gender lens) tools
Final Event 2
Planning Phase 3:
Applications (Implementation  of inno-
vations)
Final Event 3
Phase 2:
Phase 3:
Workshop 2
Workshop 3
R&D Institution are trained and will support
post PMCA consolidation of innovation
R&D actors and PMCA facilitators
using in their own context
R&D actors interested
to get to know PMCA
Workshop 4
Training Introduction to PMCA (with gender lens)
Backstopping Phase 1: Process
Backstopping Phase 2: Process
Planning post PMCA activities
Backstopping Phase 3: Process
Training PMCA Phase 3: Big Final Event
Backstopping Phase 1: Process: Final Event
Backstopping Phase 2: Process: Final Event
Training PMCA Phase 2
Training PMCA Phase 3
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Chapter II
Training workshops and 
backstopping activities
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Note before starting: how to use the different PMCA Manuals to complement
information needed for training.When developing the workshop, the PMCA train-
er will use this prototype guide to design the structure of the workshop, both ses-
sion contents and agenda, and to introduce the gender analysis and tools. He/she
will use the existing Trainer Guide for the general development of the training ses-
sion and content, and she/he will make reference to the User's Guide when pre-
senting tools already developed in that document.
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One or more R&D organizations and potential
PMCA facilitators involved in supporting the value
chain development are interested in getting to
know the PMCA, having in mind that the method,
its concepts and tools might be useful for them.
Different R&D actors and especially technical staff
of the organization(s) that will lead the PMCA
application. Other actors might want to join the
workshop, including donors and policy makers.
By the end of the training, trainees will be able to:
1 Understand the basic goals and principles of
the PMCA, and their roles as PMCA facilita-
tors.
2 Assess the potential value of the PMCA for
their organizations and the value chains they
want to work on.
3 Understand the importance of integrating
gender in value chain analysis; knowledge and
practice of gender tool for phase1.
4 Better understand how to approach market
chain actors by using a structured process
that aims at creating trust and tangible inno-
vations.
Context:
Participants:
Workshop Objectives:
Workshop1
Introduction to PMCA: market chain assess-
ment and opportunity identification
Training PMCA Phase 1 
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5 Plan and conduct PMCA Phase 1. Plans
should include reporting and communication
timeline and norms/procedure to ensure
appropriate backstopping from the trainer.
 Presentation of PMCA theory and practice,
showing practical applications and case studies.
 Presentation about why is it important to
integrate gender when working on and ana-
lyzing value chains (see annex 6, online pre-
sentation available).
 Gender skit (see Annex 6).
 Participants' evaluation of PMCA within their
own market chain contexts.
 PMCA Phase 1 and its tools, including gender
tools, with practical application, if possible.
These tools include: Gender-Sensitive Impact
filter (tool1), Gender Organizational
Assessment of Partner Organization (tool 2),
Gender-Sensitive Value Chain Mapping (tool3)
and Qualitative Assessment of Market Chain
(trainer’s guide).
Four days, including a field visit during Day 3
One or more R&D organizations decide to apply
PMCA in one or more value chains. In the process
of planning and implementing Phase 1, in particular
the Qualitative Market Survey and the Final Event,
they request technical backstopping to supplement
the information found in the PMCA User's Guide.
Workshop Content:
Suggested Duration:
Context:
Backstopping PMCA Phase 1 
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Technical staff of R&D organizations directly facili-
tating the PMCA.
With Phase1 backstopping, facilitators will have
more confidence to:
1 Apply PMCA Phase 1 in a credible manner in
line with concepts and principles and adapted
to a specific context.
2 Keep PMCA trainers informed about the
application of Phase 1 progress.
3 Give advice and correct possible mistakes
identified during the application.
a Select the promising market chains and geo-
graphical areas to apply PMCA.This is done
through the use of the Gender-Sensitive
Impact Filter (tool 1).
b Revise the list of different market chain
actors to be interviewed, taking into account
gender balance in interviewees and in the
team of interviewers.
c Ensure the integration of gender issues in
PMCA Phase 1, by applying the following gen-
der tools: Gender Organizational Assessment
of Partner Organization (tool2), Gender-
Sensitive Value Chain Mapping (tool 3) and
the Qualitative Market Survey (see Trainer's
Guide). Backstopping the application of gen-
der tools could be outsourced if PMCA
trainer sees the need.
d Analyze the survey results and summarize
them in a matrix form.Analyze results of gen-
der tool application in Phase 1 and integrate
Clients:
Backstopping
Objectives:
Check Points3 during
PMCA Phase 1:
3. A check point is used to check progress on the critical activities needed to complete each phase of the
PMCA application. See also section on PMCA Phase 1 in the User Guide
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them with the Qualitative Market Survey
results.
e Identify the subject of the thematic groups
for the final event (taking into account gender
interest of interviewed actors).
f Practice the application of the Gender-
Sensitive VC Mapping (tool3) with facilitators,
before the final event where the tool will be
applied, as a participatory exercise.
g Plan the Agenda for the final event.
h Prepare presentation of the Qualitative
Market Survey findings (Trainer's Guide).
i Prepare the script of the Market Chain
Sketch (if used at the final event) including a
gender perspective by using results of the
Gender-Sensitive VC Mapping (tool3).
Note for implementation of the training events.
For practical reasons, it is possible that the trainer and facilitator(s) meet
together for backstopping the activities related to the final event (check
points (d) to (i)) just before the final event 1.This would permit the PMCA
trainer to be physically available and also to participate in the final event and
to better understand the context where PMCA is applied. The training
workshop for phase 2 could be done immediately after the final event of
phase 1 to optimize the logistic of capacity building activities.
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Day1
Introduction to the workshop, including presenta-
tion of participants and trainers.
Presentation and discussion of PMCA theory and
practice (use of case studies).
Presentation and discussion of gender in value
chains (use skits on gender roles and their implica-
tions, and presentation on rationale for incorporat-
ing gender into value chain intervention and
PMCA, see annex 6).
Assignment 1 - group work: SWOT analysis of spe-
cific market chains and evaluation of PMCA (User's
Guide pg.38).
Day2
Presentation of the suggested tools of PMCA
Phase 1: Gender-Sensitive Impact Filter (tool1),
Gender Organizational Assessment of Partner
Organization (tool 2), Qualitative Market Survey
(see Trainer's Guide), Gender-Sensitive Value Chain
Mapping (tool 3).
Day 3 (Field trip)
Preparation of field visit, for testing the qualitative
interviews that will be used in the Qualitative
Market Survey (see Trainer's Guide).
Session 1:
Session 2:
Session 3:
Session 4:
Session 5:
Session 6:
Suggested Structure of Workshop 1 Sessions:
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Day 4
Presentation of the experience and lessons learned
from the field visit.
Assignment 2 - group work:Assessment of PMCA's
use in specific chains and planning of PMCA Phase 1.
Final discussion: challenges when using PMCA, next
steps, workshop evaluation.
Session 7:
Session 8:
Session 9:
Note: Given the time constraints of R&D organization and staff participat-
ing to training, the workshop is designed such that key people participate at
least during the first morning, when the method is presented and in the final
session, when participants share their conclusions about PMCA and the
steps they've planned to move on with implementation. It may be necessary
to bring in expertise for gender in value chains sessions, if the PMCA train-
er(s) do not have the skills.
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Workshop 1 - Agenda
Time
8.30-8.50
8.50-11.30
11.30-12.00
12.00-13.30
13.30-13.45
13.45-14.00
14.00-15.30
15.30-15.50
15.50-16.30
Responsible person
Representative of R&D organ-
ization
PMCA Trainer
PMCA Trainer and trainees4
PMCA Trainer
PMCA Trainer
PMCA Trainer and working
groups of trainees
PMCA Trainer
Item
Welcome and introduction to the workshop:
objectives and workshop program
Context introduction: project and need for mar-
ket chain interventions using the Participatory
Market Chain Approach (PMCA)
Brief discussion on PMCA and its applications
Lunch
Video on PMCA applications in Peru
Introduction to SWOT and group work
[Assignment1]
SWOT Analysis Part I:Assess two or three  mar-
ket chain options, that are potentially available
and of interest
Coffee Break (integrated into the group works)
SWOT Analysis Part II:Assess potential impact of
PMCA on SWOT findings
Day 1 Introduction to PMCA
Day 2  Introduction to gender in PMCA
Responsible person
Representatives of each
working groups PMCA Trainer
Time
8.30-9.00
Item
Presentation of the SWOT Analysis results by
working groups. Feedback from PMCA trainer
4. The trainees include future PMCA facilitators and other staff of R&D organization interested in getting to
know the PMCA methodology.
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Gender in value chains
expert5 or the PMCA trainer
Gender in value chains expert
or the PMCA trainer
Trainees in working groups
Gender in value chains expert
or the PMCA trainer
Trainees in working groups
9.00-10.30
10.30 - 11.00 
11.00 - 12.00
12.00-13.00
13.00-14.00 
14.00-15.30 
15.30- 16.00 
16.00 0- 17.00 
Introduction to Gender in Value Chains: gender
roles and their implications (anexe 6)
Coffee Break
Rationale for mainstreaming gender in VC (anexe
6)
Group work: making the SWOT analysis gender-
sensitive
Lunch
Introduction to gender in value chain analysis
tools: Gender Organizational Assessment of
Partner Organization (tool 2); Gender-Sensitive
Value Chain Mapping (tool 3) 
Tea Break
Groups work: Gender-Sensitive Value Chain Mapping
Time
8.30 - 9.00
9.00 - 10.30
10.30 -11.00
11.00-16.00
16.00-17.00
17.00-18.00
Responsible person
PMCA trainer and gender
expert
PMCA trainer and trainees in
working groups
Trainees 
Trainees
Trainees
Item
PMCA Phase 1 in practice
Preparation for field work: preparing field ques-
tionnaire and simulation of PMCA Phase 1
Qualitative Market Survey
Tea Break 
Travel to field, field work 
Return from field, break 
Review and prepare results from the field
Day 3 Field Trip
5. In case the PMCA trainer is not confident with his/her gender knowledge and experience, a gender expert
may be requires to develop gender session of PMCA.
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Responsible person
PMCA trainer
Representatives of each
working group
PMCA Trainer and gender
expert
Trainees in working groups
Representatives of each
working group
PMCA trainer and trainees
PMCA trainer, trainees
Representative of  R&D
organization
Time
8.30-8.40
8.40-9.40
9.40-10.10
10.10-10.30
10.30-12.00
12.00-13.30
13.30 - 14.15
14.15 - 15.15
15.15-15.45
15.45 - 16.30
Item
Recapitulate previous days, and presentation of
the objectives of the day
Reports of field visit and interviews from the
working groups: findings and lessons learned
(including potential of PMCA for specific sector
and main gender-based constraints)
Discussion and feedback from PMCA consultants
using PMCA
Coffee Break
Group work: [Assignment 2] PMCA Evaluation
and Planning
- Reasons for applying PMCA to trigger market
chain innovations
- How to create an enabling condition for gender
sensitive PMCA applications
- Develop an action for plan  PMCA application
Lunch
Reports from group work
Feedback from PMCA trainer and plenary discus-
sion
Coffee Break
Conclusions, workshop evaluation and way for-
ward Workshop closure
Day 4 Planning PMCA phase 1
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The SWOT Analysis is a qualitative evaluation tool
that can be used to assess products, projects, per-
sons, methods, etc.This evaluation method is based
on the perception of the evaluators regarding the
following four aspects:
S    =   Strengths
W  =   Weaknesses
O   =  Opportunities
T   =   Threats
These four aspects are analyzed in the context of
four quadrants based on two axes: (1) positive ver-
sus negative aspects and (2) current versus future
situation (see figure).
Part I
 To assess the strengths (S), weaknesses (W),
opportunities (O), and threats (T) of the sub-
Background SWOT
Analysis
Task for the Group
Work
Assignment 1: Group Work - SWOT Analysis 
S
Strength
"Today"
(~ current
situation)
(2)
"Tomorrow"
(~ changing
context)
+
(Positive 
aspects)
-
(Negative
aspects)
O
Opportunities
T
Threats
W
Weaknesses
(1)
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sector (different value chains can be consid-
ered), the group discusses what the (current)
strengths and weaknesses of the subsector
are, and what the potential (future) opportu-
nities and threats that are likely to be faced
are, with a focus on the potential implications
for men and women actors.
For each issue a card (white color) is written that
summarizes the idea, which is then placed on the
wall according to the figure shown above.
Part II
 To discuss what advantages and disadvantages
PMCA seems to have when potentially used
in the assessed subsector.
Green cards are added to the prepared SWOT
matrix indicating where and how PMCA might
help to capitalize on strengths and opportunities,
respectively, to remove bottlenecks and threats.
Yellow cards are added to the prepared SWOT
matrix indicating where and how PMCA would
not be of help to improve the situation
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Devaux A., Barone S.,Velasco C., Amaya N., Bernet T.
Who: PMCA Facilitators, actors who know
the sector well, thematic groups 
When: Phases 1 & 2
Preparation: 1/2 day
Category: Qualitative analysis/ group work
Duration: 1 day
The Gender-Sensitive Impact Filter tool provides a
rapid qualitative evaluation of the expected impacts
that different market opportunities are likely to
have on poverty, social and environmental objec-
tives.This tool is already part of the PMCA User
Guide (tool 1 of the Users' Guide) and has been
revised to make it gender sensitive. It is therefore
not a new tool, but a revised Impact Filter tool.
This tool enables R&D organizations to plan and
guide interventions more effectively by providing
inputs to inform the selection of market opportu-
nities with the most beneficial impact possible.
It explicitly takes into account the following dimen-
sions of impact:
 Economic: poverty reduction, income risk and
women's economic empowerment.
 Social: empowerment of poor/most vulnera-
ble actors (e.g. women, and youth).
 Environmental-natural: resource management.
It is a rapid, ex-ante qualitative assessment tool
that can be applied as a participatory process. In
Overview:
Brief description:
Purpose:
Tool 1: Gender-Sensitive Impact Filter 
To
ol
 1
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this case, actors with different professional back-
grounds and experiences would jointly evaluate the
potential impacts of different market opportunities.
When used as part of the PMCA methodology, the
Gender-Sensitive Impact Filter allows the R&D
organization to make strategic decisions. It provides
the organization with information to compare dif-
ferent market opportunities in terms of the poten-
tial impacts with regard to the different impact
dimensions. It is important to consider those
dimensions with a gender lens, given that both
women and men play important roles within value
chains but do not have equal access to resources
and benefits. It is also essential to understand these
different roles and address those inequalities in
order to achieve overall project objectives and
avoid perpetuating discrimination.
In the context of the PMCA, this tool is used at
the end of Phase 1, once the different market
opportunities have been identified, to help define
the thematic groups; or in Phase 2 as part of the
thematic group discussions.This tool will help focus
on those potential innovations that are most likely
to produce the desired development impacts and
not exert any negative impact on the most vulnera-
ble development actors, including women.
The first step is to characterize the different mar-
ket opportunities identified according to selected
common qualitative criteria (e.g. market size; target
population, by sex; production zones, etc.).Then,
with this information a matrix is prepared (see
Table 1/tool1).
Use in PMCA:
Step 1: developing a
simple chart to char-
acterize market
opportunities
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To compare the expected impacts of the selected
market opportunities in detail, a more complete
chart is developed by R&D organizations (see Table
2/ tool1). First, the development objectives of the
project should be identified with a gender perspec-
tive: these are usually defined in project documents
and consider normally economic, social and envi-
ronmental impacts.When the gender dimension is
not included, it will be important to consider gen-
der balance and gender equity as intrinsic goals in
all the development objectives.Table 2/tool1 is used
to evaluate how the market opportunities should
help achieve the targeted development objectives.
The finer grained analysis of impacts is conducted
by defining sub-criteria to each of the three general
objectives or impact dimensions (economic, social,
and environmental). Impacts with regard to gender
equality and women's economic empowerment
should be included in all the three dimensions (see
Table 2/tool1).
To ensure that each overall objective and its sub-
criteria are assigned to the correct level of impor-
tance, the criteria are weighted by PMCA facilita-
tors and implementers in two steps (see Table 2/
Step 2: defining
development 
objectives
Step 3: weighting 
of general and 
specific objectives
Market 
opportunity
Market  opportunity 1
Market opportunity 2
Market opportunity 3
Producti
on zone
Type of 
producer 
potentially
involved
e.g. large, medium
and small scale 
Proportion (%) of
female producers
or female business
owners
e.g.
40% male
60 % female
Principal 
markets
Principal 
markets
Table 1/ tool 1: Example of matrix for characterizing different market opportunities by common criteria 
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tool1). First, each general objective (e.g. poverty
alleviation, empowerment of women and the poor,
etc.) should be weighted.Then, each sub-criterion
is weighted.The relative importance of each sub-
criterion is defined by assigning a percentage repre-
senting its respective importance or "weight" (the
total should add up to 100%).
To determine which market opportunity would
contribute best to the development objectives,
each market opportunity is evaluated per sub-crite-
rion (Table 2/ tool1).Thus, each sub-criterion is
rated by assigning to it a number ranging from 1 to
10 using the following approximate scale:
1 = "impact is very negative"
5 = "impact is neutral" 
10 = "impact is very positive".
The process used to obtain this rating may vary
from case to case, depending on whether this tool
is used in a participatory setting or not (see Box
below).
Step 4: rating 
different market
opportunities
Designing the evaluation process
A potential impact can be evaluated in different ways. One way is to evalu-
ate it by working in a small team made up of people who know the sector
well, in terms of both production and the market. Such an assessment could
be done by the team jointly or individually. If done individually, average values
would be derived from individual assessments.
Another way is to undertake the evaluation within a bigger group, as part of
a participatory process where different experts and point of views of mar-
ket chain actors are represented and involved. In this case, however, it will be
important to consider the fact that personal, institutional and commercial
interests may distort the process.
do not have the skills.
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For each market opportunity, values are calculated
for each sub-criterion by multiplying A x B x C
where:
A = Weighting factor of general objective (%)
B = Weighting factor of sub-criterion (%)
C = Rating of impact at the sub-criterion level
(value 1 to 10)
D= A x B x C =result of evaluation of each sub cri-
teria
To compare the overall expected impact across
market opportunities, the coefficients calculated for
each sub-criterion (i.e. all value D) are added up
for each case (see Table 2/tool 1, example of chart
to evaluate different market opportunities with a
gender lens).
Step 5: calculating
potential impact
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It is recommended to discuss and interpret results
with the actors involved in the market opportunity
to create ownership and agreement on results by
all stakeholders.
If the evaluation chart is prepared using average
values obtained from individual evaluations, it will
be interesting to discuss their final results separate-
ly as well as the differences among the individual
evaluations.The latter will allow you to discuss why
there are similarities and differences among evalua-
tors, if such be the case.
Which market opportunities should be prioritized
is partly a decision that will depend on the final
score in each application.
Nevertheless, it will also be important to consider
other issues and their relative importance regard-
ing the market opportunity that may not yet have
been taken into account.This is particularly impor-
tant if the assessed market opportunities received
similar scores.
For example, certain market chain opportunities
might better capitalize on assets that are already
available (e.g. market information, production
know-how and business contacts, etc.).
Gender is another very important aspect to take
into account when choosing a market opportunity.
Gender inequalities are still present in many mar-
ket chains.This disparity can be expressed in terms
of power holding positions, access to resources and
opportunities and benefits (e.g. income received).
Thus, contributing to reduction of gender inequali-
ties and enhancement of women's economic
Step 6: interpreting
the results
Step 7: drawing
sound conclusions
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empowerment or, at a minimum, seeking to avoid
negative impact on the most vulnerable actors,
including women, should be important considera-
tions when finally discussing and choosing a market
opportunity.
The Gender-Sensitive Impact Filter is a flexible
tool, given that it can be adjusted to different con-
text where an ex-ante impact assessment is rele-
vant. In either case, when adapting the tool, those
using it need to redefine the development objec-
tives, and the three impact dimensions and their
sub-criteria, as well as the way they are weighted.
The Gender-Sensitive Impact Filter is derived from
the poverty filter6 (Devaux &Thiele, 2004).
Considerations
when applying the
tool:
6. Devaux A. and Thiele G. 2005. Filtros de pobreza para identificar oportunidades de mercado favorables para
pequeños productores. In: Conceptos, Pautas y Herramientas, CIP, Papa Andina, p.84-88.
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Who: PMCA Facilitators
When: Beginning of Phase 1 of PMCA
Preparation: ½ day (capacity building)
1 day (testing the tool)
Category: Interview
Duration: 45-60 min. per interview
The tool aims at collecting and analyzing the per-
spective of key institutions and stakeholders inter-
vening, influencing or supporting the VC develop-
ment.The analysis focuses on understanding both: i)
the gender awareness and knowledge of the insti-
tution in a given context, and ii) the capacities of
the institution to implement gender responsive
actions in support to gender equality and empow-
erment.
The institutions selected for the survey and assess-
ment include farmer organizations, local/regional
government, NGOs, R&D institutions and other
service providers.The total number of interviews
to realize for the survey should be among three to
five approximately.
 Assess the knowledge and awareness of the
supporting organizations and institutions and
their capacity to respond to gender issues
related to:
 gender roles and division of labor within the
value chain
Overview:
Brief description:
Purpose:
Tool 2: Gender Organizational Assessment of Partner
Organization
Barone S., Amaya N.,Terrillon J., Mayanja S.,Velasco C., Mudege N.To
ol
 2
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 gender differences in access to and control of
resources (lands, equipment, etc.) and bene-
fits (income and expenditure)
 gender differences in capacity to exert advo-
cacy and influence policy
 external factors that may influence the above
(enabling/disenabling environment) 
 Identify possible partnerships/synergies to
implement inclusive value chain interventions.
This tool can be applied at the same time as the
Qualitative Assessment of the Market Chain (see
Trainer's Guide).The tool is especially useful when
a PMCA intervention is implemented in a context
where the R&D institution leading the PMCA has
limited knowledge of the social context, specifically
with respect to gender. Information collected can
also feed into the Gender-Sensitive Value Chain
Mapping (Tool 3)  
Interviews shall be conducted by staff members of
the R&D institution who will act as PMCA facilita-
tor or by a team of interviewers. It is important to
consider gender balance both among the interview-
ers and the interviewees, in order to obtain a
wider range of perspectives. Interviewers should be
familiar with gender concepts and qualitative data
collection and analysis. If this is not the case, train-
ing on basic gender concepts will be necessary.
It is recommended to test the interview before its
application; two to three tests should be conducted
to assure that all the questions are clear and well
understood by the interviewees.Thus, the inter-
view will be revised and adjusted.An example of
the interview's guide is presented at the end of the
tool (Table1/ tool2)
Use in PMCA:
Step 1: select the
team of interview-
ers, develop and test
the interview
Step 2: adjust the
interview
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Before going to the field, map the relevant market
chain actors and staff from governmental and non-
governmental organizations that you will need to
interview. Such information can be obtained by key
informants or from secondary data (project
reports).Another option would be to hold a brain-
storming session among staff of partner organiza-
tions in the region.The guiding questions to select
the institution and the staff to be interviewed with-
in the institution can be:
 What are the organizations or institutions
involved in the agriculture development sec-
tors?
 Which of these institutions support econom-
ic empowerment of women in that particular
market chain?
 For each selected institution, key actors to
be interviewed will be selected by following
guiding question:
- Who is in the management position?
- Who is engaged at the operational
level?
- Who is in charge of gender main-
streaming if any?
 Schedule the appointments with the identified
people to be interviewed in each institution.
 At the moment of the interview, remember
to introduce the topic, as well as the objec-
tives of the interview.
 Break the ice before starting the interview by
providing some personal information such as
your name, position, number of years working
in the organization, knowledge and under-
standing of the topic, that can make the inter-
viewee more relaxed and prone to respond.
Step 3: identify key
institutions and
actors to be inter-
viewed
Step 4: conduct
interviews
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 Clarify questions when you perceive that the
interviewee does not understand the ques-
tion properly. Be careful to use simple terms,
explain if necessary.
 Two interviewers should be present during
each interview: one should be directing the
interview and the other taking notes.
 If possible and with the interviewee's agree-
ment, record the interview.
 Be aware of nonverbal communication of the
respondent (e.g. facial expressions, gestures,
posture, tone of voice, etc.).
 Give a written questionnaire to interviewee
before interview, when possible.
 Extract main messages related to key themes
of interest: what are the main gender inequal-
ities along the value chain? What are the
capacities of the organizations to carry out
gender-responsive interventions or services?
 Decide whether the interviewed organization
can be a potential partner in ensuring that
identified gender-based constraints are
addressed
 Determine whether this organization needs
some capacity building in gender mainstream-
ing and identify possible areas of support.
Step 5: systematize
results and extract
main messages 
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 46
Ta
bl
e1
/t
oo
l2
:E
xa
m
pl
e 
of
 in
te
rv
ie
w
 fo
r 
th
e 
G
en
de
r 
O
rg
an
iz
at
io
na
l A
ss
es
sm
en
t 
of
 P
ar
tn
er
 O
rg
an
iz
at
io
n 
to
ol
N
am
e 
of
 In
te
rv
ie
w
er
__
__
__
__
__
__
__
__
__
__
Se
x 
of
 t
he
 in
te
rv
ie
w
er
__
__
__
__
__
__
__
__
__
__
__
__
__
__
In
te
rv
ie
w
ee
's 
na
m
e:
__
__
__
__
__
__
__
__
_N
am
e 
of
 o
rg
an
iz
at
io
n:
__
__
__
__
__
__
__
__
__
D
at
e:
__
__
__
__
__
__
In
te
rv
ie
w
ee
'sp
os
iti
on
/t
itl
e:
__
__
__
__
__
__
__
__
__
__
__
__
__
C
ou
nt
ry
/p
ro
vi
nc
e/
co
m
m
un
ity
:_
__
__
__
__
__
__
__
In
te
rv
ie
w
ee
's 
se
x_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
In
te
rv
ie
w
ee
's 
ag
e_
__
__
__
__
__
__
__
__
_
Se
ct
io
n 
A
:
In
st
it
ut
io
na
l k
no
w
l-
ed
ge
 a
nd
 a
w
ar
en
es
s
on
 g
en
de
r 
is
su
es
 a
nd
ca
pa
ci
ty
 t
o 
im
pl
e-
m
en
t 
ge
nd
er
 -
 s
en
si
-
ti
ve
 in
te
rv
en
ti
on
s
K
ey
 Q
ue
st
io
ns
 p
er
 s
ec
ti
on
:
1.
C
an
 y
ou
 p
le
as
e 
te
ll 
m
e 
ab
ou
t 
th
e 
ro
le
s 
th
at
 y
ou
r 
or
ga
ni
za
tio
n 
pl
ay
s 
in
 t
he
 X
X
X
 v
al
ue
 c
ha
in
? 
 P
le
as
e 
pr
ov
id
e 
a
co
nc
re
te
 e
xa
m
pl
e 
of
 in
te
rv
en
tio
ns
 in
 fa
vo
r 
of
 d
iff
er
en
t 
ac
to
rs
 (
pr
od
uc
er
s,
pr
oc
es
so
rs
,e
tc
.) 
in
 y
ou
r 
va
lu
e
ch
ai
n.
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
_
2.
H
as
 y
ou
r 
or
ga
ni
za
tio
n 
de
ve
lo
pe
d 
a 
po
lic
y,
a 
st
ra
te
gy
 o
r 
gu
id
el
in
es
 t
o 
in
te
gr
at
e 
a 
ge
nd
er
 p
er
sp
ec
tiv
e 
in
 it
s 
va
lu
e
ch
ai
n 
in
te
rv
en
tio
ns
 o
r 
to
 t
ar
ge
t 
w
om
en
 s
pe
ci
fic
al
ly
? 
a.
Ye
s.
Ex
pl
ai
n.
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
b.
N
o.
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
c.
So
m
e.
Ex
pl
ai
n_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
d.
I d
on
't 
kn
ow
3.
H
ow
 d
o 
yo
u 
co
ns
id
er
 t
he
 o
ut
co
m
es
 o
f t
he
se
 in
te
rv
en
tio
ns
 s
pe
ci
fic
al
ly
 a
im
ed
 a
t 
w
om
en
?
a.
G
oo
d
b.
A
ve
ra
ge
c.
N
ot
 s
o 
go
od
d.
Ba
d
Ex
pl
ai
n_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
4.
H
ow
 w
ou
ld
 y
ou
 c
on
si
de
r 
yo
ur
 o
rg
an
iz
at
io
n'
s 
aw
ar
en
es
s 
an
d 
un
de
rs
ta
nd
in
g 
of
 g
en
de
r 
is
su
es
 r
el
at
ed
 t
o 
ag
ri
cu
ltu
re
an
d 
va
lu
e 
ch
ai
n 
in
te
rv
en
tio
ns
? 
a.
G
oo
d
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 47
C
h
a
p
t
e
r
 
II
Se
ct
io
n 
B
.
O
rg
an
iz
at
io
n'
s 
kn
ow
l-
ed
ge
 o
n 
w
om
en
's
 a
nd
m
en
's
 r
ol
es
 in
 t
he
va
lu
e 
ch
ai
n 
an
d 
m
ai
n
ge
nd
er
-b
as
ed
 
co
ns
tr
ai
nt
s
b.
So
m
e 
un
de
rs
ta
nd
in
g 
an
d 
ex
pe
ri
en
ce
 
c.
Li
m
ite
d 
un
de
rs
ta
nd
in
g 
an
d 
ca
pa
ci
ty
 t
o 
im
pl
em
en
t 
ac
tio
ns
 t
ha
t 
pr
om
ot
e 
ge
nd
er
 e
qu
al
ity
5.
G
en
de
r 
ro
le
s,
jo
bs
 a
nd
 p
os
iti
on
s 
w
ith
in
 t
he
 in
st
itu
tio
n:
a.
H
ow
 m
an
y 
pe
op
le
 w
or
k 
in
 y
ou
r 
in
st
itu
tio
n?
 
b.
W
ha
t 
ar
e 
th
e 
hi
gh
 le
ve
l p
os
iti
on
s 
(i.
e.
le
ad
er
sh
ip
 o
r 
m
an
ag
em
en
t 
po
si
tio
ns
) 
in
 y
ou
r 
or
ga
ni
za
tio
n?
  
c.
W
ho
 h
ol
ds
 t
he
m
? 
 H
ow
 m
an
y 
of
 t
he
se
 p
os
iti
on
s 
ar
e 
he
ld
 b
y 
w
om
en
? 
d.
W
ha
t 
ar
e 
th
e 
ot
he
r 
po
si
tio
ns
 a
nd
 r
ol
e 
in
 y
ou
r 
in
st
itu
tio
n?
 H
ow
 m
an
y 
of
 t
ho
se
 a
re
 h
el
d 
by
 w
om
en
? 
By
m
en
? 
e.
A
re
 t
he
re
 a
ny
 t
as
ks
 p
ri
m
ar
ily
 p
er
fo
rm
ed
 b
y 
yo
un
g 
m
en
/w
om
en
? W
hi
ch
 o
ne
s?
f.
D
o 
yo
u 
th
in
k 
th
at
 g
en
de
r 
eq
ui
ty
 c
on
ce
pt
 a
nd
 w
om
en
 in
cl
us
io
n 
is
 p
ar
t 
of
 y
ou
r 
or
ga
ni
za
tio
n 
vi
si
on
 a
nd
st
yl
e 
of
 o
pe
ra
tio
n?
 T
o 
w
ha
t 
ex
te
nt
? 
Ex
am
pl
es
?
6.
D
oe
s 
yo
ur
 in
st
itu
tio
n 
of
fe
r 
so
ci
al
 o
r 
fin
an
ci
al
 s
er
vi
ce
? W
ho
 r
ec
ei
ve
s 
th
em
? 
D
o 
w
om
en
 h
av
e 
ac
ce
ss
 t
o 
th
es
e?
 
a.
Ye
s
b.
N
o
c.
So
m
e
d.
D
on
't 
kn
ow
Ex
pl
ai
n_
__
__
7.
W
ha
t 
ro
le
s 
do
 m
en
 a
nd
 w
om
en
 p
la
y 
in
 t
he
 v
al
ue
 c
ha
in
? 
Pl
ea
se
 p
ro
vi
de
 e
xa
m
pl
es
__
__
__
__
__
__
__
__
__
_
8.
W
ha
t 
ar
e 
th
e 
co
ns
tr
ai
nt
s 
th
at
 m
en
 a
nd
 w
om
en
 fa
ce
 in
 p
ar
tic
ip
at
in
g 
al
on
g 
th
e 
va
lu
e 
ch
ai
n 
fr
om
 p
ro
du
ct
io
n 
to
co
m
m
er
ci
al
iz
at
io
n?
a.
W
om
en
 fa
ce
 a
 lo
t 
of
 c
on
st
ra
in
ts
b.
T
he
y 
fa
ce
 s
om
e
c.
T
he
y 
do
n'
t 
fa
ce
 a
ny
d.
D
on
't 
kn
ow
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 48
Se
ct
io
n 
C
.
O
rg
an
iz
at
io
n'
s 
un
de
r-
st
an
di
ng
 a
nd
 k
no
w
l-
ed
ge
 o
f m
en
's
 a
nd
w
om
en
's
 a
cc
es
s 
to
re
so
ur
ce
s
9.
D
o 
yo
u 
th
in
k 
th
at
 w
om
en
 a
nd
 m
en
 a
lo
ng
 t
he
 V
C
 (
es
pe
ci
al
ly
 fa
rm
er
s 
bu
t 
al
so
 in
 o
th
er
 s
eg
m
en
ts
 o
f t
he
 c
ha
in
,e
.g
.,
tr
ad
er
s)
 a
re
 e
qu
al
ly
 r
ep
re
se
nt
ed
 in
 le
ad
er
sh
ip
 p
os
iti
on
s 
an
d 
ar
e 
ab
le
 t
o 
ex
pr
es
s 
th
ei
r 
op
in
io
ns
 in
 p
ub
lic
 s
pa
ce
s 
an
d
to
 b
e 
lis
te
ne
d 
to
? 
a.
Ye
s.
C
an
 y
ou
 p
le
as
e 
ex
pl
ai
n 
an
d 
pr
ov
id
e 
ex
am
pl
es
?_
__
__
__
__
__
__
__
__
__
__
__
b.
N
o.
C
an
 y
ou
 p
le
as
e 
ex
pl
ai
n 
an
d 
pr
ov
id
e 
ex
am
pl
es
? 
__
__
__
__
__
__
__
__
__
__
__
c.
I p
ar
tia
lly
 a
gr
ee
d.
D
on
't 
kn
ow
10
.I
n 
th
e 
re
gi
on
 in
 w
hi
ch
 y
ou
r 
or
ga
ni
za
tio
n 
w
or
ks
 (
i.e
.n
am
e 
th
e 
st
ud
y 
ar
ea
),
do
 y
ou
 t
hi
nk
 t
ha
t 
w
om
en
 /f
em
al
e
fa
rm
er
s 
ha
ve
,i
n 
ge
ne
ra
l,
eq
ua
l a
cc
es
s 
to
 la
nd
,w
at
er
 fo
r 
ir
ri
ga
tio
n,
an
d 
ag
ri
cu
ltu
ra
l t
ec
hn
ol
og
y 
as
 m
en
? 
a.
Ye
s.
Ex
pl
ai
n 
an
d 
pr
ov
id
e 
an
 e
xa
m
pl
e 
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
b.
So
m
e_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
c.
N
o.
Ex
pl
ai
n 
an
d 
pr
ov
id
e 
an
 e
xa
m
pl
e 
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
d.
D
on
't 
kn
ow
11
.B
as
ed
 o
n 
yo
ur
 e
xp
er
ie
nc
e 
an
d 
kn
ow
le
dg
e,
do
 w
om
en
 h
av
e 
th
e 
sa
m
e 
ac
ce
ss
 t
ha
n 
m
en
 t
o 
ed
uc
at
io
n 
an
d 
in
fo
r-
m
at
io
n 
(e
xt
en
si
on
 s
er
vi
ce
s,
pl
at
fo
rm
s,
ne
tw
or
ks
 a
nd
 o
th
er
 s
ou
rc
es
 o
f i
nf
or
m
at
io
n)
 a
lo
ng
 t
he
 v
al
ue
 c
ha
in
 a
s 
th
ei
r
m
al
e 
co
un
te
rp
ar
ts
? 
Be
 s
pe
ci
fic
 o
n 
th
e 
ty
pe
 o
f c
ap
ac
ity
 b
ui
ld
in
g 
or
 s
er
vi
ce
a.
Si
gn
ifi
ca
nt
 d
iff
er
en
ce
s
b.
So
m
e 
di
ffe
re
nc
e
c.
N
o 
di
ffe
re
nc
e
d.
D
on
't 
kn
ow
12
.B
as
ed
 o
n 
yo
ur
 e
xp
er
ie
nc
e 
an
d 
kn
ow
le
dg
e,
do
 w
om
en
 h
av
e 
th
e 
sa
m
e 
ac
ce
ss
 t
ha
n 
m
en
 t
o 
va
lu
e 
ch
ai
n 
su
pp
or
t
se
rv
ic
es
 (
fo
rm
al
 a
nd
 n
on
-fo
rm
al
 fi
na
nc
ia
l i
ns
tit
ut
io
ns
,b
us
in
es
s 
tr
ai
ni
ng
/d
ev
el
op
m
en
t 
se
rv
ic
es
,r
es
ea
rc
h 
in
st
i-
tu
tio
ns
,e
tc
.)?
a.
Ye
s.
Ex
pl
ai
n_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
b.
N
o.
Ex
pl
ai
n_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
13
.W
ha
t 
is
 t
he
 le
ve
l o
f a
cc
es
s 
am
on
g 
w
om
en
 t
o 
bu
si
ne
ss
 d
ev
el
op
m
en
t 
se
rv
ic
es
 (
BD
S)
? 
a.
G
oo
d
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 49
C
h
a
p
t
e
r
 
II
Se
ct
io
n 
D
.
O
rg
an
iz
at
io
ns
' k
no
w
l-
ed
ge
 a
nd
 u
nd
er
st
an
d-
in
g 
of
 w
om
en
's
 le
ad
er
-
sh
ip
 a
nd
 a
bi
lit
y 
to
 b
en
-
ef
it
 fr
om
 V
C
 in
te
rv
en
-
ti
on
s
b.
Fa
ir
c.
Po
or
Pl
ea
se
 e
xp
la
in
._
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
_
i
14
.A
re
 b
us
in
es
s 
de
ve
lo
pm
en
t 
se
rv
ic
es
 a
da
pt
ed
 t
o 
th
e 
sp
ec
ifi
c 
ne
ed
s 
of
 fe
m
al
e 
fa
rm
er
s 
(e
.g
.t
im
in
g 
an
d 
lo
ca
tio
n 
of
se
rv
ic
e 
de
liv
er
y,
ge
og
ra
ph
ic
al
 s
co
pe
,a
ffo
rd
ab
ili
ty
,c
on
te
nt
,a
nd
 m
et
ho
do
lo
gy
 a
cc
es
si
bl
e 
to
 in
di
vi
du
al
s 
w
ith
 lo
w
er
 le
v-
el
s 
of
 e
du
ca
tio
n,
et
c.
)?
a.
Ye
s
b.
So
m
e 
c.
N
o
d.
D
on
't 
kn
ow
Sp
ec
ify
 w
hi
ch
 o
ne
s 
an
d 
th
e 
be
ne
fit
s 
th
ey
 p
ro
vi
de
 in
 t
hi
s 
re
sp
ec
t.
__
__
__
__
__
__
__
__
__
__
__
__
_
15
.A
re
 w
om
en
 fo
rm
al
ly
 m
em
be
rs
 o
f f
ar
m
er
s 
gr
ou
ps
? 
a.
Ye
s
b.
N
o
c.
So
m
e
d.
D
on
't 
kn
ow
Ex
pl
ai
n 
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
_
16
.I
n 
ge
ne
ra
l,
do
 w
om
en
 t
ak
e 
pa
rt
 in
 t
he
 fa
rm
er
 g
ro
up
 m
ee
tin
gs
? 
 
a.
Ye
s,
th
e 
sa
m
e 
as
 m
en
 
b.
Ye
s,
bu
t 
le
ss
 t
ha
n 
m
en
 
c.
Ye
s,
m
or
e 
th
an
 m
en
 
d.
D
on
't 
kn
ow
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 50
Se
ct
io
n 
E
.
O
rg
an
iz
at
io
n'
s 
kn
ow
l-
ed
ge
 a
nd
 a
w
ar
en
es
s
on
 w
om
en
's
 a
bi
lit
y 
to
in
flu
en
ce
 d
ec
is
io
ns
 in
sp
ac
es
 o
f p
ow
er
17
.D
ur
in
g 
th
os
e 
m
ee
tin
gs
,a
re
 w
om
en
 a
cc
us
to
m
ed
 t
o 
ex
pr
es
si
ng
 t
he
ir
 n
ee
ds
,m
ak
in
g 
th
ei
r 
po
in
ts
 o
f v
ie
w
 h
ea
rd
,a
nd
vo
tin
g 
w
ith
in
 t
he
se
 a
ss
oc
ia
tio
ns
? 
 
a.
Ye
s,
sa
m
e 
as
 m
en
 
b.
Ye
s,
bu
t 
le
ss
 t
ha
n 
m
en
 
c.
Ye
s,
m
or
e 
th
an
 m
en
 
d.
D
on
't 
kn
ow
Ex
pl
ai
n_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
18
.T
o 
w
ha
t 
ex
te
nt
 d
o 
w
om
en
 h
ol
d 
le
ad
er
sh
ip
 p
os
iti
on
s 
in
 o
rg
an
iz
at
io
ns
 (
fa
rm
er
 o
rg
an
iz
at
io
n 
or
 o
th
er
 t
yp
e 
of
or
ga
ni
za
tio
n)
 in
 w
hi
ch
 b
ot
h 
m
en
 a
nd
 w
om
en
 a
re
 m
em
be
rs
?
a.
Lo
w
b.
Fa
ir
c.
A
ve
ra
ge
d.
Im
po
rt
an
t_
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
19
.A
re
 t
he
re
 s
pe
ci
al
 m
ea
su
re
s 
in
 t
he
 fa
rm
er
 o
rg
an
iz
at
io
ns
' s
ta
tu
te
s,
su
ch
 a
s 
qu
ot
as
,t
o 
gu
ar
an
te
e 
w
om
en
's 
ac
ce
ss
 t
o
de
ci
si
on
-m
ak
in
g 
po
si
tio
ns
 w
ith
in
 t
he
se
 o
rg
an
iz
at
io
ns
? 
a.
Ye
s.
Pr
ov
id
e 
an
 e
xa
m
pl
e_
__
__
__
_
b.
N
o
20
.W
ha
t 
ar
e 
th
e 
ca
pa
ci
tie
s 
of
 w
om
en
 le
ad
er
s 
to
 in
flu
en
ce
 c
ol
le
ct
iv
e 
de
ci
si
on
s 
re
ga
rd
in
g 
th
e 
se
rv
ic
e 
se
ct
or
s 
an
d
de
ve
lo
pm
en
t 
of
 t
he
 v
al
ue
 c
ha
in
 (
e.
g.
in
 p
la
tfo
rm
s,
m
ul
ti-
st
ak
eh
ol
de
r 
pr
oc
es
se
s)
  
a.
Lo
w
b.
Fa
ir
c.
A
ve
ra
ge
d.
Im
po
rt
an
t
G
iv
e 
ex
am
pl
es
._
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
_
21
.H
ow
 c
ou
ld
 t
ho
se
 w
ith
ou
t 
ac
ce
ss
 t
o 
th
e 
m
in
im
um
 r
es
ou
rc
es
 a
nd
 n
ec
es
sa
ry
 s
er
vi
ce
s 
to
 p
ar
tic
ip
at
e 
in
 t
he
 v
al
ue
ch
ai
n 
be
 in
cl
ud
ed
? 
In
 w
ha
t 
sp
ac
es
?
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 51
C
h
a
p
t
e
r
 
II
Who: PMCA facilitators, R&D organization,
thematic group members7
When: Beginning and end of Phase 1, Phase
2 and 3 (eventually)
Preparation: 1 day
Duration: ½ day
This tool can be used as a preliminary brainstorm-
ing tool by R&D organizations as an attempt to
understand the gender dimensions (level and term
of men and women’s participation) of the market
chain.The information used in this tool is obtained
from the Qualitative Assessment of the Market
Chain (see Trainer's Guide) that is carried out in
Phase 1, alongside with any relevant secondary
data.This mapping tool is then used in a participa-
tory manner in the first final event, to understand
both male and female chain actors, raise awareness
on gender issues and inequalities along the chain in
a systemic way, and start reflecting on what could
be done to bridge the gender gap.
 Make visible women role and activities in the
value chain.
 Identify where men and women play a domi-
nant role in specific segments of the chain
where value is high.
 Use a gender lens to:
- Identify power, influence and control
along the value chain.
Overview:
Brief description:
Purpose:
Tool 3: Gender-Sensitive Value Chain Mapping
Mayoux L.,Vanderschaeghe, M., Lindo P., Senders A., Motz M. and Terrillon J. Based on
Mayoux and Mackie, ILO, 2008 and on APF Gender in Value Chains Toolkit, version 2.
7. In case the PMCA trainer is not confident with his/her gender knowledge and experience, a gender expert
may be requires to develop gender session of PMCA.
To
ol
 3
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- Determine whether the support servic-
es and the environment (physical, busi-
ness, policy, social, etc.) are enabling
men and women's participation and
upgrade in the value chain.
- Identify bottlenecks (constraints) and
opportunities in the value chain and
how they influence women's economic
empowerment.
When used in the PMCA, the Gender-Sensitive
Value Chain Mapping tool enables the facilitating
R&D organization to capture information on male
and female actors along the chain and existing gen-
der issues that may impede or foster the chain
development. It is an iterative tool, which can be
used after the Rapid Assessment of the Market
Chain (beginning of Phase 1) and at the end of
Phase 1 during the final event (during the Market
Chain Sketch). It can also be used in Phase 2 when
market opportunities are analyzed, to get an
overview of the context and the constraints and
opportunities in terms of gender equality and
women's economic empowerment. Finally, a new
gender-sensitive map could be drawn at the end of
Phase 3 to reflect whether any changes have
occurred as a result of the PMCA interventions.
Draw a map of the value chain using the following
criteria.
 What is the geographic area (country,
province) and specific end product for your
value chain?
 What is the end market?
 What are the main processes/nodes involved
in the chain? Write them down on a colored
card.
Use in PMCA:
Step 1:
actor mapping
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 Who are the main actors in each of those
processes/nodes along the chain? Try to dif-
ferentiate actors according to size, legal sta-
tus (family business, enterprise, farmer-based
organization, cooperative, etc.).Write them
on cards of a different color.
 How many actors in those organizations/
institutions are men and how many women?
 If there are businesses, which ones are
owned by men and by women?
 Are jobs created throughout the value chain?
Where? Are these occupied by men or
women?
 Where do men and women provide unpaid
family labor?
 A key should be developed to facilitate the
map reading.
 Who does what? - Develop activity profile
tables  (See table1/tool 4 of Gender-Based
Constraint Analysis and Planning) for produc-
tion, processing and marketing nodes.
 What is the degree of responsibility of men
and women and young men and young
women for each activity in each node of the
chain? You can indicate the degree of respon-
sibility by using X or percentages (X: low,
XX: medium, XXX: high).
 Identify the most important actors outside
the chain that influence and support it. It
would be useful if these actors could be iden-
tified by process/node where they mostly
intervene. Examples of support services are
extension services, business development
services (market information, trade facilita-
tion, business management, brand develop-
Step 2:
activity mapping
Step 3: identify chain
supporters, and
opportunities and
constraints for
women and men at
support service level
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ment, quality assurance) and financial services
(savings, credit, insurance), research. Include
also services that can alleviate women's
workload.
 Which services do men and women get from
participating in the chain and how? If possible,
mention them by node and the percentage of
men and women who receive these services.
 Do men and women have equal access to
these services? 
 What are the main constraints that men and
women face to access those supporting serv-
ices?
 Identify important factors that affect the role
and position of men and women in the value
chain, such as land ownership rights, infra-
structures, public policies, gender norms and
stereotypes, market and consumer trends, cli-
mate change, etc.Write them on colored
cards.You can use minus (-) and plus (+) sym-
bols to illustrate constraints and opportuni-
ties.
 What are the likely constraints women and
men could face in this regard? 
 What could be the potential strategies to
overcome these constraints?
 It will also be useful to identify the benefits
that men and women have from participating
in a specific chain.
 This tool is complementary to the Gender-
Based Constraint Analysis and Planning
(tool4), and they are best used in tandem
with each other.
 Enough time for preparation is required,
especially for data collection from secondary
sources, prior to mapping.
Step 4: identify
opportunities and
constraints for men
and women in the
value chain envi-
ronment
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 The map can always be improved throughout
the PMCA cycle, as the R&D organizations
build up information, for instance obtained
through the Gender Organizational
Assessment of Partner Organization (tool 2)
 Facilitators should practice and get familiar
with the tool before they use it with the the-
matic groups.A gender expert should train
first-time users of the tool.
 Ensure that a simple and clear key is devel-
oped to decipher the map. Innovative ways
should be sought to represent numbers of
actors in a given node, considering their vol-
ume of participation, etc.
 Using colour cards to illustrate chain actors
and supporters and factors of the environ-
ment is recommended, as seen in the exam-
ples (fig. 1, 2 and 3).
The following steps should be followed while draw-
ing the gender-sensitive map of the value chain. Fig.
1, 2 and 3 illustrate the progression of the mapping
with the use of colored cards or post-it notes
when the mapping is participatory.The result of the
mapping exercise for the Cooking Banana Value
Chain is presented  in the annexes (Annex 3).
Considerations
when using the
tool:
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Figure 1/Tool 3.
Mapping of banana cooking value chain male and female actors in Uganda (yellow)
Figure 2/Tool3. Mapping of activities carried out by male and female actors along
the value chain (orange) 
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Figure 3/Tool 3.
Mapping of value chain support and business services (green, bottom).
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1 Mention and discuss the reasons why PMCA
is of interest / is not of interest for your
assessed market chain.
2 Mention and discuss issues that will be
important when potentially applying PMCA in
your market chain (e.g. critical factors that
make successful application possible).
3 Develop an action plan (see table below) to
potentially apply PMCA to your market chain.
4 Report the results of the group work to the
whole group.
Task for the Group
Work
Assignment 2: PMCA Evaluation and Planning
Step Activity When Responsibility
1
2
3
4
5
6
7
8
Action Plan
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One or several R&D organizations have successful-
ly implemented PMCA Phase 1 and now need
more specific information and guidance regarding
Phase 2.
R&D staff and facilitators from those organizations
applying PMCA in their own context.The sessions
mainly target future facilitators of the thematic
groups formed for Phase 2. However, the decision
makers of the R&D organizations and field staff
might also participate.
By the end of the event, trainees will be able to:
1 Prepare a work plan for the design and
implementation of PMCA Phase 2 
2 Explain key concepts and practical issues
related to PMCA Phase 2 (see section on
PMCA Phase 2 in the User Guide, and
Gender-Based Constraint Analysis and
Planning (tool4) for key gender concepts)
3 Facilitate the thematic group work during
Phase 2 and continuously identify on-going
mentoring and backstopping needs
Context:
Participants:
Workshop Objectives:
Workshop 2
Analysis of Market and Innovation
Opportunities
Training PMCA Phase 2 
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 Presentation of theory and practice of PMCA
Phase 2 (use of case studies which illustrate
gender issues).
 Building skills for the work in thematic
groups, in particular: gender in value chains
and business development skills.
 Tools for PMCA Phase 2, with application if
possible.These tools include: Gender-Based
Constraint Analysis and Planning (tool4),
Business Plan (tool7 User's Guide), Gender
Risk-Benefit Analysis (tool5).
Four days, including the application of two or three
tools depending on the context. One of these tools
should be the Gender Based Constraint Analysis
and Planning Tool (tool4).
Despite having at hand the PMCA User Guide,
facilitators of thematic groups will face different
theoretical and practical issues that might prevent
them from moving ahead with the work in their
thematic groups.The PMCA trainer should respond
to these challenges with practical suggestions.
Facilitators of thematic groups during PMCA Phase 2.
With these backstopping activities, trainees will be
able to:
1 Form thematic groups that have good poten-
tial to define and pursue equitable and inclu-
sive market chain innovations with interesting
potential development.
Workshop Content:
Suggested
Duration:
Context:
Clients:
Backstopping
Objectives:
Backstopping PMCA Phase 2 
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2 Understand specific interest of participants in
the groups.
3 Understand the relevant theoretical and prac-
tical aspects concerning the work during
Phase 2.
4 Keep PMCA trainers informed about
progress.
a Selection of facilitators to lead the work of
the thematic groups. It is recommended that
these facilitators have good business skills,
capacity and experience in leading group
dynamics, and skills in gender analysis when
possible.
b Readjustments of the scope and focus of the-
matic groups.
c Development of trust and leadership legitima-
cy amongst thematic group members.
Understand specific interest, and potential of
the group participants.
d Good planning and implementation of activi-
ties during Phase 2.
e Sound analysis of proposed joint innovations
(using appropriate research tools) and intro-
duction of the Marketing Concept
Development (tool 6 user's guide).
f Backstop the development of the business
plan, augmented with Gender-Based
Constraint Analysis and Planning Tool (tool4).
Expertise could be outsourced if PMCA
trainer sees the need.
g Inclusion of new missing actors for final event
and PMCA Phase 3.
h Planning of the final event of PMCA Phase 2:
tentative agenda.
i Presentations of progress and action plans by
thematic groups at final event.
Check Points dur-
ing PMCA Phase 2:
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Day1:
Recapitulation of PMCA theory and practice relat-
ing to Phases 1
Review of gender results captured in phase 1:
Gender Organizational Assessment of partner
organization (tool2) and Gender-Sensitive Value
Chain Mapping (tool3)
Presentation and fine tuning of program for Final
Event of Phase 1 
Day 2:
The day is used for the implementation of the
PMCA Phase 1 Final Event.
Note for implementation:
For logistic reasons, the backstopping of activities related to the preparation
of final event of phase 2 (check points g to i) might be realized just before
the final event take place, and the  training workshop for phase 3 may be
conducted right after the final event of Phase 2. This will allow the PMCA
trainer to be present and to see "how things go," making him/her aware of
the strengths and weaknesses linked to the PMCA application (i.e., quality of
participation, level of trust and collaboration amongst actors, capacities of
PMCA facilitators).
Suggested Structure of Workshop 2 Sessions:
Session 1:
Session 2:
Session 3:
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Day 3 and 4:
Evaluation of the Final Event and PMCA so far /
Outlook for Phase 2
Capacity building in conducting Focus Group
Research (tool 5 User's guide)
Capacity building in Marketing Concept
Development (tool 6 user's guide)
Capacity building in using the Gender-Based
Constraints Analysis and Planning (tool 4)
Improvement of facilitation skills in thematic groups
Planning of Phase 2 and final discussion (including
workshop evaluation)
Session 4:
Session 5:
Session 6:
Session 7:
Session 8:
Session 9:
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Workshop 2 - Agenda
Day 1 Workshop - Backstopping PMCA Phase 1 Final Event 
Time
8.30-8.50
8.50-9.30
9.30-10.00
10.10-10.30
10.30-11.30
11.30-12.30
12.30-14.00
14.00-15.00
15.00-16.00
Responsible person
Representative of R&D organ-
ization
PMCA Trainer
PMCA Trainer
PMCA trainer and PMCA
facilitators
PMCA Trainer
PMCA Trainer
PMCA Trainer
Item
Welcome and introduction to the workshop,
revisiting of the workshop program
Recapitulation of PMCA Phase 1 
Preparation of the Final Event 1: objective and
implementation 
Coffee Break
Presentation and discussion of market chain sur-
vey. Presentation of results of the: Gender
Organizational Assessment of Partners
Organization (tool 2) and of the Gender-Sensitive
Value Chain Mapping (tool 3)
Training: participatory exercises in
thematic groups (Gender- Sensitive Value Chain
Mapping)
Lunch
Discussion and readjustments of Final Event 1
program
Practice of market chain sketch
Day 2 - Final Event of PMCA Phase 1 (Tentative Agenda)
Time
9.00-9.30
9.30-9.45
Responsible person
R&D staff
Representative of R&D organ-
ization
Item
Welcome to market chain actors
Welcoming words, including mention of PMCA
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Day 3 Workshop - Training PMCA Phase 2
Time
8.30-8.50
8.50-9.20
9.20-10.00
10.00-10.30
10.30-11.00
Responsible person
Representative of R&D organ-
ization
PMCA Trainer 
PMCA Trainer
PMCA Trainer
Item
Welcome and introduction to the workshop,
revisiting of the workshop program
Evaluation of Final Event Phase 1 and outlook of
Phase 2
Presentation and discussion of PMCA Phase 2
implemented in other context: theory and prac-
tice
Coffee Break
Introduction: PMCA Phase 2 and the different
research tools: Rapid Market  Appraisal (tool 3
User’s guide), Focus Group Research (tool 5
User’s guide),
9.45-10.00
10.00-10.40
10.40-11.00
11.00-13.00
13.00-14.00
14.00-15.00
15.00-15.30
R&D support staff for the
final event
PMCA facilitator and  R&D
staff for final event
PMCA facilitators, participants
Representative of R&D organ-
ization
Representative of thematic
groups
PMCA facilitator, representa-
tive of R&D organization 
Market chain sketch
Presentation and discussion of the results from
the Market Chain Survey
Coffee Break
Discussion and definition of thematic group by
innovation opportunities.
Work in thematic groups for brainstorming and
introducing gender mapping concept
Lunch
Reports from thematic groups
Conclusions, agreements and next steps
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11.00-12.00
12.00-12.30
12.30-14.00
14.00-16.00
16.00-16.40
16.40-17.30
R&D staff
R&D staff
R&D staff
PMCA Trainer
PMCA Trainer
Training: Rapid Market Appraisal 
and Group work: Planning of Rapid Market
Appraisal
Presentation of plan to conduct Rapid Market
Appraisal
Lunch
Exercise about the implementation of Rapid
Market Appraisal
Presentation of Rapid Market Appraisal
Feedback from PMCA Trainer, making reference
to how research tools must be used during
PMCA Phase 2
Day 4 Workshop - Training PMCA Phase 2
Time
8.30 - 10.00
10.00-10.30
10.30-11.30
11.30 - 13.00
13.00-14.00
14.00-15.30
15.30-16.00
16.00-17.00
17.00-18.00
Responsible person
PMCA Trainer
PMCA Trainer
PMCA Trainer
PMCA Trainer
PMCA Trainer
R&D staff
PMCA Trainer
Item
Training: Business Plan and Cost and  Benefit
Analysis tools
Coffee Break
Practical sessions 
Training and practice: Gender-Based Constraint
Analysis (tool 4)
Lunch
Drafting a business plans
Improved facilitation and management of thematic
group meetings during PMCA Phase 2
Group work: planning of next steps in Phase 2
Presentation next steps for Phase 2 and final dis-
cussion
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Who: PMCA facilitators (R&D organiza-
tions), thematic groups
When: Phase 2
Preparation: 1 day
Duration: 1 day
This tool can be used as a follow up of the
Gender-Sensitive Value Chain Mapping (tool 3). It
comprises two tables.The first one provides
insights into the division of work between female
and male actors along the different nodes of the
value chain, while also identifying the constraints
faced by these actors in accessing resources and
services needed to carry out their activities.The
second table enables the users to make an analysis
of the identified gender-based constraints by look-
ing at its consequences, both for the actors and for
the sector as a whole, and by prioritizing the most
crucial to be addressed. Root causes of the gender-
based constraints are then described to inform
strategies to address them. These strategies can
then be mainstreamed into a business plan.
To provide insights into:
 division of work by sex;
 analysis and understanding of the constraints,
linked to the access to resources and servic-
es, that men and women face when undertak-
ing activities at different nodes of a value
chain.
Tool 4. Gender-Based Constraint Analysis and
Planning
Terrillon J., McEwan M., Mayanja S. (2014)
Overview:
Brief description:
Purpose:
To
ol
 4
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It enables facilitators to prioritize constraints and
identify actions to address these for planning pur-
poses, in particular when drafting business plans.
This tool is best used after a market or business
opportunity has been selected by the thematic
group. It can be first used by facilitators and then
validated in a participatory way with thematic
group members to realize that, while the opportu-
nity may be good for both male and female actors,
different strategies may have to be employed to
allow optimal participation and benefits for differ-
ent gender groups.The information obtained from
the analysis is used to develop gender-responsive
business plans and innovations.
The information collected through the Gender-
Sensitive Value Chain Mapping (tool 3) could be
used as input for Step 1 actor and activity mapping.
 Identify actors for each node of the value
chain (e.g. small-scale producers, processors,
vendors, etc.).
 Make one single table, focusing on one actor
in a specific node or function of the value
chain (table 1/tool 4).
 For each type of actor, list the activities and
indicate who carries out the activity
(male/female or male youth/female youth).
For instance, you could ask small-scale pro-
ducers to list all the activities they perform
during the crop season, from crop and land
selection to selling.
 For each identified activity, probe the degree
of responsibility for every gender category by
asking "who does it the most?" or "who is
mostly involved in that activity?" 
Use in PMCA:
Step 1: actor and
activity mapping 
Step 2: degree of
responsibility by
activity
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 Indicate whether the responsibility is low (X),
medium (XX), or high (XXX). One can also
use percentage as a measure of degree of
responsibility.
 Identify the constraints men, women and
youth (female and male) face or are likely to
face while carrying out different activities in
each node of the chain.These constraints may
be related to access to and control of
resources, when such restraints hinder
and/or limit actors from benefiting from their
participation in the market chain.
 To identify possible constraints, consider  the
different capitals described in the PMCA
User Guide (p. 3)8.
 Fill in column four of Table 1/tool4 with con-
straints faced by different actors while carry-
ing out an activity. For example: female fresh
root producers in sweet potato market chain
in Uganda mentioned planting as an activity in
which they are solely involved9.They identi-
fied lack of access to labor force and manure
as a major constraint.
Step 3: identify
constraints by
activity that chain
actors face 
8. Different types of resources/capital: natural, physical, financial, human, social.
9 Sweet Potato value chain, Uganda, workshop on gender mainstreaming in business planning, organized by CIP,
April 2013, Entebbe, Uganda.
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 Perform critical analysis of constraint using
Table 2/ tool 4, in order to ascertain the
causes and effects. Understanding the conse-
quences of each constraint enables actors to
assess the potential impact of a constraint on
either the actors themselves in terms of
livelihoods, incomes, and yields or, on the sec-
tor as a whole, in terms of quality, volumes
and supply. Understanding the causes makes it
possible to address the roots of a problem as
opposed to the symptoms.
 Identify criteria to be used in prioritization of
constraints (e.g. business opportunity, equi-
table resource allocation, enhancing partner-
ships in the chain etc.)
 Prioritize constraints to be addressed.
Using the following Table 2/tool4 scheme, complete
the columns as follow:
 Formulate gender-based constraints (col-
umn1) and identify consequences (column2)
 Brainstorm and agree with participants the pos-
sible causes identified constraints (column 3)
 Identify potential actions addressing the caus-
es of the priority constraints (column4) for
all gender categories.
Step 4: analyze the
constraints 
Step 5: formulate
actions to address
the constraints
Table 2/ tool4: Potential actions to address different constraints by node of
the market chain
Gender-based constraint(s)
Value chain actor/ segment:
Consequence Cause Actions 
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This tool is best used with thematic group mem-
bers in separate focus groups of men and women,
followed by a validation in plenary with both
groups. It is also advisable to meet actors for each
segment of the value chain and fill the tables sepa-
rately.
It may be important to separate the youth category
into female and male, depending on the type of
chain and socio-economic setting. For example: if
land is a constraint, usually female youth face more
constraints than male in accessing and using family
land.
Table 2/tool4 implies critical analysis of gender-
based constraints which may require time and a
certain level of expertise. It could also be filled in
by facilitators in a separate working session and
subsequently validated with thematic groups.An
example of mapping constraints in sweet potato
market chain is presented in Table 3/tool4
Considerations when
using the tool:
carried out
by chain
actor
responsibilities
low=x, medium=xx,
high=xxx
carry out the activi-
ty and availability 
For each actors
access to and con-
trol of resources 
Male FemaleFarmers Female FemaleMale Male
Site selection
Clearing
Ploughing
Planting
Weeding
Harvesting
Threshing
Transporting 
Winnowing
Bagging
xxx
xx
xxx
xx
xx
xx
xx
xx
-
xx
-
xx
-
xx
xx
xx
xx
xx
xxx
xx
xxx
xxx
xxx
x
x
. x
 Cultural barri-
ers
 Less member-
ship of women
 Meeting hours
Land 
Hal,
cutlass
Knowledge
Finance
Table 3/ tool4: Identification of gender-based constraints for small farmers in a
sweet potato market chain, Uganda (2014)
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The R&D organization(s) have already implemented
PMCA Phase 2 and need now more specific infor-
mation and guidance regarding Phase 3.As the
activities are now very case-specific, PMCA training
sessions must be adjusted to the specific context
and needs.
PMCA facilitators and R&D staff from the organiza-
tions that are implementing the PMCA in their
own context.The sessions mainly target the facilita-
tors of the thematic groups and the staff helping
them in their work, including monitoring the
progress and implementing the tools used for
research. If staff from other R&D organizations has
gained importance in leading PMCA activities, it is
also welcome to attend.
By the end of the final event, trainees will be able to:
1 Describe how PMCA Phase 3 should be
designed and implemented.
2 Explain key concepts and practical issues
related to PMCA Phase 3, including Marketing
Concept Development (tool 6 User's Guide).
3 Support development of gender-sensitive
business models that will guide step-by-step
implementation of innovations.
Workshop 3
Launching the innovations
Training PMCA Phase 3
Participants:
Context:
Workshop
Objectives:
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4 Describe how the large final event could be
set in place.
 Presentation of theory and practice of PMCA
Phase 3 (use of case studies).
 Planning of activities related to PMCA Phase 3.
 Facilitation skills for the work in thematic
groups, if needed.
 Tools for PMCA Phase 3, with practice appli-
cation if possible.These tools include: Focus
Group Research (tool5 User's Guide) and
Marketing Concept Development (tool6
User's Guide).
Three days, including one day dedicated to final
event of Phase2.
The implementation of Phase 3 poses specific chal-
lenges for each thematic group.The PMCA trainer
should guide the facilitators in this process and
provide them with tangible help and assistance in
the area of marketing concepts and product devel-
opment, where the experience of involved R&D
actors is commonly fairly weak. Special assistance is
also needed for the planning and holding of the
large final event to launch the achieved innovations
with the presence of a wide range of media repre-
sentatives.
Facilitators of thematic groups during PMCA Phase
3 and supporting R&D staff
Workshop
Content:
Suggested
Duration:
Context:
Backstopping PMCA Phase 3 
Clients:
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With these backstopping activities, trainees will be
able to:
1 Assure optimal use of tools suggested during
Phase 3, especially Focus Group Research
(tool5 User's Guide) and Marketing Concept
Development (tool6 User's guide).
2 Move ahead with different activities at the
same time, with small working groups which
may be formed within thematic groups.
3 Plan for and successfully implement the large
final event.
a Make sure that each thematic group has a
sound work plan for implementing their busi-
ness model for PMCA Phase 3.
b Review of the Focus Group reports and mar-
keting concepts that emerge from this
research.
c Progress of product development and label
design, when this it applies to the case.
d Develop activities related to technological
and institutional innovations.
e Planning of the large final event: concept,
involvement of the media, policy and decision
makers, and potential investors at the launch-
ing of the innovations
Backstopping
Objective:
Check Points dur-
ing PMCA Phase 3:
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Day1
Workshop introduction and recapitulation of
PMCA theory and practice relating to Phase 2 
Presentation and fine tuning of program for Final
Event of Phase 2 
Day 2: The day is used for the implementation of
the PMCA Phase 2 Final Event.
Day3:
Evaluation of Final Event of Phase 2 and of the
PMCA so far and outlook for Phase 3
Capacity building on PMCA tool for Phase 3: using
Focus Group Research (tool 5 User's Guide) and
Marketing Concept Development (tool 6 User's
Guide)
Note:
Ideally, the backstopping activities relating to the planning and implementa-
tion of the large final event (end of Phase 3) should take place in a small
workshop setting, where the PMCA trainer helps the R&D organization to
set up a sound concept for this final event. Given the importance both of the
quality of the product (labels, brand, and other marketing standards) and of
a successful final event for the last structured phase of the PMCA applica-
tion, Phase 3 calls for particularly careful backstopping!
Suggested Structure of Workshop 3 Sessions:
Session 1:
Session 2:
Session 3:
Session 4:
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Recapitulation of other important tools of Phase 3
(including the Quantitative Market Study (tool 4
User's Guide) and Gender Risk-Benefit Analysis
(tool 5)
Consolidation of facilitation skills (with emphasis
on empowering key market chain actors involved in
thematic group meetings)
Planning of phase 3 and final discussion (including
workshop evaluation)
Session 5:
Session 6:
Session 7:
Note: for the PMCA trainer, it is important to see how PMCA facilitators
implement activities related to PMCA, in order to adjust the training and
backstopping to the observed needs.When the training for PMCA Phase 3
is planned just after the Final Event of Phase 2, the PMCA trainer can attend
this event and he/she can also conduct specific backstopping, just before it in
order to help make the necessary adjustments.
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Workshop 3 - Agenda
Day 1 - Backstopping for final event of phase 2
Time
8.30-8.50
8.50-9.30
9.30-10.00
10.10-10.30
10.30-11.30
11.30-12.30
12.30-14.00
14.00-16.00
Responsible person
Representative of R&D organ-
ization
PMCA Trainer
PMCA Trainer
PMCA facilitators with PMCA
trainer
PMCA Trainer
PMCA Trainer
Item
Welcome and introduction to the workshop,
revisiting of the workshop program
Recapitulation of PMCA Phase 2 
Phase 2 Final Event: objective and example of
implementation in other settings
Coffee Break
Preparation and fine tuning of Phase 2 Final Event
program  and content
Backstopping  for PMCA phase 2 final event
Lunch
Last preparations for Phase 2 Final Event 
Day 2 - Tentative Agenda for final event of phase 2
Time
9.00-9.30
9.30-9.45
9.45-10.30
11.30-11.00
11.00-12.30
12.30-13.00
13.00-14.30
Responsible person
R&D staff
Representative of R&D organ-
ization
Facilitating R&D staff
Facilitators with R&D staff
and representatives of each
thematic group
All participants
Representative of R&D organ-
ization
Item
Welcome of market chain actors
Welcoming words, including mention of PMCA
Presentation of invited person on a topic that is
relevant to all groups
Coffee Break
Presentation and progress of each thematic
group, and presentation of the prototype innova-
tion, including work plans for phase 3
Plenary discussion and way forward
Lunch
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Day 3 - Training Sessions for PMCA phase 3
Time
8.30-8.50
8.50-9.20
9.20-10.00
10.00-10.30
10.30-11.15
11.15-12.00
12.00-13.00
13.00-14.00
14.00-15.00
15.00-16.30
16.30-17.30
Responsible person
Representative of R&D organ-
ization
PMCA Trainer and partici-
pants
PMCA Trainer
PMCA Trainer
R&D staff
R&D staff and PMCA Trainer
PMCA Trainer with R&D staff
R&D staff
PMCA Trainer
Item
Welcome and introduction to the workshop,
revisiting of the workshop program
Evaluation of Final Event of phase 2 and outlook
of Phase 3
Presentation and discussion of PMCA Phase 3
implemented in other context: theory and prac-
tice
Coffee Break
Training of Focus Group Research and Marketing
Concept Development (with emphasis on the
process to obtain the necessary information to
validate the marketing concept and visualizing it
when designing and developing the product) 
Group work: Designing the process to develop
and validate a marketing concept 
Presentation of group work and discussion on
product development aspects
Lunch
Group work: the Gender Risk-Benefit Analysis
tool (tool 5)
Planning of phase 3
Presentation and feedback from PMCA Trainer,
making reference to how research tools must be
used during PMCA Phase 3 
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Who: PMCA facilitators (R&D organiza-
tions) and thematic groups
When: Phase 2 and 3
Preparation: 1 day
Duration: Half a day
The Gender Risk-Benefit Analysis is a useful partici-
patory ex-ante assessment tool to quickly evaluate
the effect that implementing a business opportunity
has on female and male chain actors.The tool helps
to ensure that business opportunities do not exert
a negative effect on either female or male chain
actors.
Selecting a business opportunity bears the risk of
having a negative impact on some actors, especially
those who are little visible, or have no voice.This
tool enables facilitators and actors to perform an
ex-ante analysis on the potential positive and nega-
tive effects of a business opportunity on chain
actors, during business planning. It enables them to
identify mitigating strategies to address potential
negative effects, and also to decide whether the
opportunity will be worth pursuing. The tool can
also be used for monitoring and evaluation purpos-
es.
This tool can be used in PMCA Phase 2 and 3. It is
helpful to score and assess the possible or actual
risks and benefits that a business opportunity might
Overview:
Brief description:
Purpose:
Use in PMCA:
Tool 5. Gender Risk-Benefit Analysis
Mayanja S.;Terrillon J.;Vanderschaeghe, L. (2014)
To
ol
 5
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have on different actors in a value chain, consider-
ing relevant dimensions such as amount of work,
income, social position and/or market position.
It analyzes risks and benefits differentiated by gen-
der, it creates awareness of the interdependence
between actors in a market chain, and determines
how the upgrading of one actor can affect the
socio-economic conditions of another within the
community and market chain.
It provides support to plan for potential actions to
overcome identified negative impacts and thus
increase benefits.
It screens for the best business opportunity (eco-
nomic viability, inclusiveness) and eventually helps
to decide whether it is possible to implement it or
not, taking into account the benefits generated for
vulnerable groups, including women.
List actors disaggregated by sex for each node of
the market chain and place them on the vertical
axis of the matrix shown in Table 1/tool5.
Choose criteria for evaluating the effect of the
opportunity and place them on the horizontal axis
of the matrix in Table 1/ tool5. Some examples of
criteria could be:
 Time and work: this refers to changes in
workload, work quality, tasks, required skills
(skilled versus unskilled, formal education,
training) and labor capacity (do people need
to be hired or can members of the house-
hold or the actual business do it?).
Step 1:
Step 2:
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 Income and control of resources: this refers
to changes in income and control of
resources such as land, animals, and credit.
 Social position: this refers to changes in social
position and gender relations as a result of
the value chain upgrading.
 Market position: this refers to changes in eco-
nomic power position between value chain
actors as a result of chain upgrading strategy.
Categories in the matrix can be adapted to specific
situation and needs. Other relevant categories can
be health, food security, etc.
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Fill in the matrix with the participants/chain actors
through a participatory process. Ideally you should
use this tool with the thematic group members
using the following questions:
 How will your future participation in the
value chain change your work and the skills
needed to do it? 
 How will it affect your time use and the time
you have for other activities? 
 How will it change your income and the con-
trol of your income or other resources? 
 How will it change your social and gender
relations within the household and the value
chain? 
Some questions to deepen the discussion and
come to proposal of action:
 Who is benefiting and who is losing due to
the value chain upgrading? 
 Do you notice differences between changes
in the lives of men and women? if so, name
them as well as their causes.
 To what degree are these changes desired? 
 How can the negative impact be minimized?
How can obstacles or negative factors be
dealt with? Is it easier/harder for men and/or
women to deal with those obstacles and do
something about them?
 What actions can be taken to overcome
potential negative impacts? Can men and
women undertake those actions equally?
Explain.
Let the participants answer the questions in
groups. Hand out a copy of the matrix on a piece
Step 3:
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 85
C
h
a
p
t
e
r
 
II
of paper to be completed by each group with the
guidance and monitoring of the facilitators.
The groups are formed corresponding to different
nodes in the chain, to gender criteria (men and
women in separate groups) or both (i.e. a female
group of actors from a specific node and another
of male actors, so one node would have two
groups).
Each group presents its completed matrix in a ple-
nary session.The facilitation helps to resume and
highlight the most important positive and negative
changes identified.
Information obtained in the workshop should be
analyzed.The results can be used to improve the
business opportunity identified by suggesting miti-
gating strategies aimed at reducing negative impact
on either group, as well as to monitor and/or
assess its impacts.
It is recommendable to have two facilitators with
the ability to probe further into the first answers
given, ensuring that women's voices do not get
overpowered.
The tool can also be used with one type of value
chain actor.The different categories on the vertical
axis can be: men, women, household and/or other
actors/community, depending on the specificities of
the value chain and/or participants. See an example
of an application of this tool in the annexes.
Step 4:
Considerations:
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The R&D organization that has applied PMCA will
face a new situation, where the role of the R&D
organization has changed.The issue is no longer to
facilitate a process but rather to respond to specif-
ic needs of the market chain actors who own the
commercial innovations generated during the
PMCA application. If technological and institutional
innovations arise from the PMCA process, the
R&D organizations will most likely be interested in
consolidating these and taking advantage of new
market opportunities to create further benefits for
smallholder farmers linked to the targeted market
chains.
R&D staff and 'champions'10 who have been
involved in the PMCA application and who see a
need to keep up the innovation process with new
mechanisms.
By the end of the event, trainees will be able to:
1 Identify new opportunities for value chain
upgrading and define roles of R&D organiza-
tions that have been involved in the PMCA
application.
Context:
Participants:
Workshop
Objectives:
Workshop 4
Planning post PMCA activities
10. Champions are market chain actors who have demonstrated excellent capacities of leadership and to get
involved in the PMCA process and in applying ideas of innovation.
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2 Share insights gained about innovation
processes in value chains, specifically regard-
ing what has gone well, and what ought to be
strengthened in new PMCA applications.
3 Define strategy and activities to consolidate
the innovations and stimulate new ones.
 Evaluation of PMCA and expected impact
pathways
 Innovation System concepts
 Keeping track of gender-responsive value
chains developed during the PMCA
 Planning of activities relating to post-PMCA 
Suggested Duration: 1 day
Day1 
Evaluation of activities since final event of PMCA.
Assessment of potential impact pathways and new
opportunities for collective action (differentiating
commercial, technological and institutional innova-
tions).
Identification of key internal and external factors
that influence and positively drive the innovation
process.
Definition of roles for the different actors (owners
of the innovations, other market chain actors, sup-
porting R&D actors, policy makers).
Workshop Content:
Session 1:
Session 2:
Session 3:
Suggested Structure of Workshop 4 Sessions:
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Definition of support needed and what support can
be provided.
Planning of new activities to support the innovation
process.
Session 4:
Session 5:
Workshop 4 - Agenda
Time
8.30-8.50
8.50-9.30
9.30-10.30
10.30-11.00
11.00-12.00
12.00-13.00
12.30-14.00
14.00-15.00
15.00-16.00
Responsible person
Representative of R&D organ-
ization
PMCA facilitator and R&D
organization, PMCA actors 
Participants
Participants
Participants
Facilitator
Facilitator
Item
Welcome and introduction to the workshop,
revisiting the agenda
Presentation and discussion of activities since
PMCA  final event 
Group work:Assessment of potential pathways
and new opportunities for collective action (dif-
ferentiating commercial, technological and institu-
tional innovations)
Coffee Break
Presentation and discussion of potential innova-
tion pathways
Group work: identification of key factors (internal
and external) that influence and drive the innova-
tion process  
Lunch
Presentation of key factors and discussion of how
to positively influence them with specific support
Definition of work plan
Note: This last workshop have to be conducted with the market chain actors
previously involved in the PMCA process; this will definitely helps to sensitize
them for their role and plan the support and future action together.
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ANNEXES
Examples of tools application 
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 91 A
n
n
e
x
e
s
A
nn
ex
 1
.
Li
st
 o
f s
ug
ge
st
ed
 t
oo
ls
 t
o 
be
 u
se
d 
fo
r 
ea
ch
 t
ra
in
in
g 
w
or
ks
ho
p 
an
d 
P
M
C
A
 p
ha
se
Ph
as
e
W
or
ks
ho
p
To
ol
s
N
um
be
r 
  
  
  
D
ur
at
io
n
Ph
as
e 
1
Ph
as
e 
2
Ph
as
e 
3
A
fte
r
Ph
as
e3
 
1 2 3 4
da
ys
4 
da
ys
3 
da
ys
1 
da
y
SW
O
T
 A
na
ly
si
s 
(U
se
r's
 G
ui
de
 p
g.
38
)
G
en
de
r-
Se
ns
iti
ve
 Im
pa
ct
 F
ilt
er
 (
to
ol
 1
)
G
en
de
r 
O
rg
an
iz
at
io
na
l A
ss
es
sm
en
t 
of
 P
ar
tn
er
 O
rg
an
iz
at
io
n 
(t
oo
l 2
)
Q
ua
lit
at
iv
e 
A
ss
es
sm
en
t 
of
 t
he
 M
ar
ke
t 
C
ha
in
 (
PM
C
A
 T
ra
in
er
 G
ui
de
,p
g.
41
,S
pa
ni
sh
 v
er
-
si
on
)
G
en
de
r-
Se
ns
iti
ve
 V
al
ue
 C
ha
in
 M
ap
pi
ng
 (
to
ol
 3
)
G
en
de
r-
Ba
se
d 
C
on
st
ra
in
t A
na
ly
si
s 
an
d 
Pl
an
ni
ng
 (
to
ol
 4
)
Fo
cu
s 
G
ro
up
 R
es
ea
rc
h 
(t
oo
l 5
 U
se
r's
 G
ui
de
)
M
ar
ke
tin
g 
C
on
ce
pt
 D
ev
el
op
m
en
t 
(t
oo
l 6
 U
se
r's
 G
ui
de
)
Bu
si
ne
ss
 P
la
n 
an
d 
C
os
t-
Be
ne
fit
 A
na
ly
si
s 
(g
en
de
r-
se
ns
iti
ve
) 
(t
oo
l 7
 U
se
r's
 G
ui
de
)
Fo
cu
s 
G
ro
up
 R
es
ea
rc
h 
(t
oo
l 5
 U
se
r's
 G
ui
de
)
G
en
de
r 
R
is
k-
Be
ne
fit
 A
na
ly
si
s 
(t
oo
l 5
)
A
ss
es
sm
en
t 
of
 p
ot
en
tia
l p
at
hw
ay
s 
an
d 
ne
w
 o
pp
or
tu
ni
tie
s 
fo
r 
co
lle
ct
iv
e 
ac
tio
n 
 (
pg
 1
17
Tr
ai
ne
r 
G
ui
de
 S
pa
ni
sh
 v
er
si
on
)
Id
en
tif
ic
at
io
n 
of
 k
ey
 fa
ct
or
s 
th
at
 in
flu
en
ce
 a
nd
 d
ri
ve
 t
he
 in
no
va
tio
n 
pr
oc
es
s 
(in
te
rn
al
 a
nd
ex
te
rn
al
) 
(p
g 
12
5 
tr
ai
ne
r 
gu
id
e 
Sp
an
is
h 
ve
rs
io
n)
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 92
R
ol
e 
of
 I
ns
tit
ut
io
n 
in
 s
up
po
rt
in
g
th
e 
Va
lu
e 
ch
ai
n:
co
nc
re
te
 e
xa
m
-
pl
e.
Bu
ilt
-in
 m
ec
ha
ni
sm
 s
uc
h 
as
 g
en
-
de
r 
po
lic
y/
st
ra
te
gy
 t
o 
in
te
gr
at
e 
a
ge
nd
er
 p
er
sp
ec
tiv
e 
in
 o
rg
an
iz
a-
tio
n 
an
d 
in
te
rv
en
tio
n
Pi
ne
ap
pl
e:
gr
ou
ps
 im
pl
em
en
tin
g 
ar
e 
m
ix
ed
 g
ro
up
s.
Im
pl
em
en
t t
hr
ou
gh
 p
ar
tn
er
s.
St
re
ng
th
en
 th
ei
r 
ca
pa
ci
tie
s 
to
 a
na
-
ly
ze
 g
en
de
r 
is
su
es
 a
lo
ng
 t
he
 v
al
ue
 c
ha
in
.G
iv
e 
gr
an
ts
,m
od
el
s 
su
ch
 a
s 
G
en
de
r 
A
ct
io
n 
Le
ar
ni
ng
 S
ys
te
m
 (
G
A
LS
),
ca
pa
ci
ty
 b
ui
ld
in
g 
on
 g
en
de
r.
G
en
de
r 
po
lic
y 
th
at
 g
ui
de
s 
th
e 
w
ay
PE
LU
M
 m
ai
ns
tr
ea
m
s 
ge
nd
er
.
G
et
 m
or
e 
in
vo
lv
ed
 in
 g
en
de
r 
re
la
te
d
w
or
k 
(G
A
LS
).
C
oo
rd
in
at
in
g 
ro
le
 w
ith
 p
ar
tn
er
s.
H
av
e 
an
 e
le
m
en
t 
of
 g
en
de
r 
an
d 
V
C
(in
ju
st
ic
es
 in
 t
he
 v
al
ue
 c
ha
in
).
C
ap
ac
ity
 e
nh
an
ce
m
en
t 
of
 m
em
be
rs
in
 t
ha
t 
m
et
ho
do
lo
gy
.
Se
ct
io
n 
A
.I
ns
ti
tu
ti
on
al
 k
no
w
le
dg
e 
an
d 
aw
ar
en
es
s 
on
 g
en
de
r 
is
su
es
 a
nd
 c
ap
ac
it
y 
to
 d
ev
el
op
 a
nd
 im
pl
em
en
t 
ge
nd
er
-s
en
si
ti
ve
in
te
rv
en
ti
on
s
D
on
't 
kn
ow
N
o
So
m
e
Ye
s
X
C
at
eg
or
ie
s 
an
d 
In
di
ca
to
rs
A
N
SW
E
R
S
1 2A
nn
ex
 2
.
E
xa
m
pl
e 
of
 a
pp
lic
at
io
n 
of
 t
oo
l 2
:G
en
de
r 
O
rg
an
iz
at
io
na
l A
ss
es
sm
en
t 
of
 P
ar
tn
er
O
rg
an
iz
at
io
n 
 
R
es
um
e 
of
 i
nt
er
vi
ew
s 
he
ld
 w
it
h 
th
e 
N
G
O
 P
E
LU
M
,
U
G
A
N
D
A
.
D
at
e:
A
pr
il,
20
15
 -
 C
en
tr
al
 a
nd
 W
es
t 
R
eg
io
n,
U
ga
nd
a 
-
P
in
ea
pp
le
 v
al
ue
 c
ha
in
.
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 93 A
n
n
e
x
e
s
Ev
al
ua
tio
n 
of
 
th
e 
ou
tc
om
es
 
of
in
te
rv
en
tio
ns
 a
im
ed
 a
t 
im
pr
ov
in
g
ge
nd
er
 
eq
ua
lit
y 
th
ro
ug
h 
po
lic
y,
st
ra
te
gy
 o
r 
sp
ec
ifi
c 
in
te
rv
en
tio
ns
ta
rg
et
in
g 
w
om
en
Ev
al
ua
tio
n 
of
 
or
ga
ni
za
tio
n'
s
aw
ar
en
es
s 
an
d 
un
de
rs
ta
nd
in
g 
of
ge
nd
er
 
is
su
es
 
in
 
va
lu
e 
ch
ai
n
de
ve
lo
pm
en
t
G
en
de
r 
ba
la
nc
e 
in
 o
rg
an
iz
at
io
n
Po
si
tio
n/
ro
le
s 
of
 w
om
en
 i
n 
th
e
or
ga
ni
za
tio
n
G
en
de
r 
re
sp
on
si
ve
ne
ss
 
of
 
th
e
se
rv
ic
es
 o
ffe
re
d 
by
 o
rg
an
iz
at
io
n
M
ar
ch
:
sh
ow
ca
se
 
ex
hi
bi
tio
n 
of
 
G
A
LS
.
D
oc
um
en
ta
ry
 a
nd
 p
ho
to
-s
to
ry
 b
oo
k 
w
ith
te
st
im
on
ie
s.
H
ou
se
ho
ld
 w
or
k 
be
tt
er
 t
og
et
he
r,
de
ci
-
si
on
 
m
ak
in
g 
an
d 
sh
ar
in
g 
in
co
m
e 
fr
om
m
ar
ke
tin
g;
en
ha
nc
ed
 g
en
de
r 
re
la
tio
ns
 a
t
hu
m
an
 le
ve
l a
nd
 c
oo
pe
ra
tiv
es
.
Tr
ai
ni
ng
s 
fo
r 
st
af
f.
D
o 
ge
nd
er
 a
na
ly
si
s 
of
 t
he
ir
 p
ro
gr
am
s
15
 s
ta
ff
9 
w
om
en
M
an
ag
em
en
t:
3 
of
 w
hi
ch
 2
 a
re
 w
om
en
M
id
-m
an
ag
em
en
t:
w
om
en
 (
4 
of
fic
er
s 
of
w
hi
ch
 3
 a
re
 w
om
en
)
A
ss
is
ta
nt
:4
 (
2 
ar
e 
w
om
en
)
Su
pp
or
t:
1 
w
om
an
 a
nd
 2
 m
en
Yo
un
g 
w
om
en
?
M
os
t 
st
af
f i
n 
th
e 
sa
m
e 
ag
e 
gr
ou
p
2 
w
om
en
 p
ar
t 
of
 m
an
ag
em
en
t 
te
am
:p
ro
-
vi
de
 o
ve
rs
ig
ht
s 
fo
r 
op
er
at
io
ns
 o
f c
ou
nt
ry
se
cr
et
ar
ia
t,
re
po
rt
 t
o 
th
e 
Bo
ar
d 
re
gu
la
rl
y.
Pr
og
ra
m
 m
an
ag
em
en
t.
Fi
na
nc
ia
l r
es
ou
rc
es
.
A
cc
es
s 
to
 s
oc
ia
l a
nd
 fi
na
nc
ia
l b
en
ef
its
:

H
R
 p
ol
ic
y

G
en
de
r 
po
lic
y:
m
at
er
ni
ty
 le
av
e 
60
w
or
ki
ng
 d
ay
s
Ba
d
D
on
't 
kn
ow
M
or
e 
w
om
en
th
an
 m
en
X
Se
cr
et
ar
y
D
on
't 
kn
ow
N
ot
 s
o 
go
od
Li
m
ite
d 
N
o 
w
om
en
Te
ch
ni
ca
l
N
o
Pa
rt
ia
lly
 g
oo
d
So
m
e 
X
Fe
w
 w
om
en
A
dm
in
is
tr
at
io
n
So
m
e 
G
oo
d
X
G
oo
d 
M
en
=w
om
en
M
an
ag
em
en
t
X
 
Ye
s
X
3 4 5 6 7
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 94
Se
lf-
ev
al
ua
tio
n 
of
 k
no
w
le
dg
e 
on
ge
nd
er
 r
ol
es
A
w
ar
en
es
s 
of
 g
en
de
r 
in
eq
ua
lit
ie
s
an
d 
co
ns
tr
ai
nt
s 
in
 V
C
 (
1)
 f
ro
m
pr
od
uc
tio
n 
to
 c
om
m
er
ci
al
iz
at
io
n

Pa
y 
fo
r 
co
st
s 
of
 n
an
ny
 w
he
n 
nu
rs
in
g
m
ot
he
r 
go
es
 t
o 
th
e 
fie
ld
;s
up
po
rt
 fo
r
nu
rs
in
g 
m
ot
he
rs
 w
he
n 
or
ga
ni
zi
ng
ev
en
ts

Pa
te
rn
ity
 le
av
e:
5 
w
or
ki
ng
 d
ay
s

H
ea
lth
 in
su
ra
nc
e:
fo
r 
st
af
f b
ut
 n
ot
sp
ou
se
s 
an
d 
ch
ild
re
n

Fl
ex
ib
ili
ty
 o
f s
ic
k 
le
av
es
 t
o 
ta
ke
 c
ar
e
of
 c
hi
ld
re
n

A
nn
ua
l l
ea
ve

Sa
la
ri
es
,p
ro
vi
de
nt
 fu
nd
 (
pe
rc
en
ta
ge
co
nt
ri
bu
te
d 
by
 e
m
pl
oy
er
 o
n 
to
p 
of
So
ci
al
 S
ec
ur
ity
)
O
n 
fa
rm
 a
ct
iv
iti
es
:r
ol
es
 a
re
 s
ha
re
d
M
ar
ke
tin
g 
do
ne
 b
y 
m
en
 (
w
ho
 d
ec
id
es
 t
o
se
ll,
pr
ic
es
?)
:
no
 in
fo
Sh
ar
in
g 
th
e 
pr
oc
ee
ds
:d
on
't 
kn
ow
M
en
: lim
ite
d 
as
se
ts
 (
la
nd
,f
in
an
ce
),
de
pe
nd
-
in
g 
on
 t
he
ir
 s
ta
tu
s
W
om
en
:
ke
y 
is
su
e 
is
 a
cc
es
s 
to
 la
nd
;n
o 
po
w
er
to
 d
ec
id
e 
w
he
re
 t
o 
pl
an
t,
ho
w
 m
uc
h;
w
om
en
 d
on
't 
co
nt
ro
l t
he
 la
nd
,m
en
di
ct
at
e 
on
 h
ow
 t
o 
sp
en
d 
pr
oc
ee
ds
A
cc
es
s 
to
 c
re
di
t:
w
om
en
 d
on
't 
ha
ve
re
qu
ire
d 
co
lla
te
ra
l t
o 
ac
ce
ss
 
N
o
I d
on
't 
kn
ow
Li
m
ite
d
T
he
y 
do
n'
t 
fa
ce
an
y
Fa
ir
X W
om
en
,
th
ey
fa
ce
 s
om
e
G
oo
d
W
om
en
 
fa
ce
a 
lo
t 
of
 c
on
-
st
ra
in
ts
X
8 9Se
ss
io
n 
B
.O
rg
an
iz
at
io
n'
s 
kn
ow
le
dg
e 
on
 w
om
en
's
 a
nd
 m
en
's
 r
ol
es
 a
lo
ng
 t
he
 v
al
ue
 c
ha
in
 a
nd
 g
en
de
r-
ba
se
d 
co
ns
tr
ai
nt
s
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 95 A
n
n
e
x
e
s
R
ep
re
se
nt
at
io
n 
of
 
w
om
en
 
in
as
so
ci
at
io
ns
/fa
rm
er
 
or
ga
ni
za
tio
n
an
d 
co
ns
tr
ai
nt
s
W
ho
 
is
 
m
or
e 
re
pr
es
en
te
d 
in
le
ad
er
sh
ip
 p
os
iti
on
s?
G
en
de
r 
di
ffe
re
nc
es
 i
n 
ac
ce
ss
 t
o
as
se
ts
 
an
d 
re
so
ur
ce
s 
in
 
re
gi
on
(la
nd
,i
rr
ig
at
io
n,
te
ch
no
lo
gy
)
G
en
de
r 
di
ffe
re
nc
es
 i
n 
ac
ce
ss
 t
o
in
fo
rm
at
io
n 
an
d 
ed
uc
at
io
n
Tr
an
sp
or
tin
g 
pr
od
uc
ts
 t
o 
m
ar
ke
t 
an
d
ne
go
tia
tin
g 
pr
ic
es
:m
od
e 
of
 t
ra
ns
-
po
rt
;m
en
 h
av
e 
m
ea
ns
 o
f t
ra
ns
po
rt
(b
ik
e,
m
ot
or
bi
ke
);
w
hi
le
 w
om
en
 h
av
e
no
 a
cc
es
s 
to
 m
ar
ke
t 
in
fo
rm
at
io
n 
ne
i-
th
er
 s
ki
lls
 t
o 
ne
go
tia
te
M
en
 d
om
in
at
e 
th
e 
le
ad
er
sh
ip
 a
nd
 in
te
r-
ac
tio
ns
.
T
he
y 
m
ai
nl
y 
do
m
in
at
e 
th
e 
m
ar
ke
tin
g,
an
d
ha
ve
 b
et
te
r 
ne
go
tia
tin
g 
sk
ill
s.
M
or
e 
m
ob
ili
ty
 a
nd
 k
no
w
le
dg
e 
on
 m
ar
-
ke
ts
.
A
cc
es
s 
to
 in
fo
rm
at
io
n.
Be
tt
er
 p
la
ce
d 
to
 d
ec
id
e 
w
ho
 is
 t
o 
le
ad
.
Fa
rm
er
s 
an
d 
tr
ad
er
s:
do
m
in
at
ed
 b
y 
m
en
:
m
ov
in
g 
w
ith
 t
ru
ck
s
M
en
 in
he
ri
t 
la
nd
;a
cc
es
s 
is
su
es
W
om
en
 d
on
't 
ow
n 
la
nd
W
at
er
:b
ot
h 
ha
ve
 a
cc
es
s 
to
 s
im
pl
e 
te
ch
-
no
lo
gy
 (
dr
op
-t
o-
dr
op
) 
bu
t 
no
t 
to
 p
um
ps
Te
ch
no
lo
gy
:m
ai
nl
y 
m
en
M
en
 a
re
 b
et
te
r 
ab
le
 t
o 
ge
t 
cr
ed
it 
an
d
pu
rc
ha
se
 e
qu
ip
m
en
t
M
en
 h
av
e 
m
or
e 
ac
ce
ss
,m
or
e 
tim
e 
to
 g
o
fo
r 
tr
ai
ni
ng
T
he
y 
ha
ve
 r
ad
io
s 
an
d 
tim
e 
to
 li
st
en
 t
o
ed
uc
at
io
na
l i
nf
or
m
at
io
n
I d
on
't 
kn
ow
I d
on
't 
kn
ow
D
on
't 
kn
ow
no
 
N
o
N
o 
di
ffe
re
nc
es
I p
ar
tia
lly
 a
gr
ee
So
m
e
So
m
e
di
ffe
re
nc
es
ye
s,
w
om
en
ar
e 
un
de
rr
ep
-
re
se
nt
ed
X Ye
s
X Si
gn
ifi
ca
nt
 d
if-
fe
re
nc
es
X
10 11 13Se
ct
io
n 
C
.O
rg
an
iz
at
io
n'
s 
un
de
rs
ta
nd
in
g 
an
d 
kn
ow
le
dg
e 
of
 m
en
's
 a
nd
 w
om
en
's
 a
cc
es
s 
to
 r
es
ou
rc
es
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 96
W
om
en
's 
ac
ce
ss
 t
o 
va
lu
e 
ch
ai
n
su
pp
or
t 
se
rv
ic
es
G
en
de
r 
se
ns
iti
vi
ty
 
an
d 
re
sp
on
-
si
ve
ne
ss
 o
f B
D
S 
an
d 
in
st
itu
tio
n 
in
ge
ne
ra
l:
tim
in
g,
lo
ca
tio
n,
af
fo
rd
-
ab
ili
ty
,
co
nt
en
t,
ge
og
ra
ph
ic
al
sc
op
e.
W
om
en
's 
pa
rt
ic
ip
at
io
n 
in
 o
rg
an
i-
za
tio
n 
or
 fa
rm
er
 g
ro
up
s 
as
 m
em
-
be
rs
W
om
en
 d
on
't 
ha
ve
 s
am
e 
ac
ce
ss
 a
s 
m
en
.
Po
lic
y 
en
vi
ro
nm
en
t 
do
es
n'
t 
br
in
g 
ou
t 
th
e
ge
nd
er
 a
sp
ec
ts
.
Fi
na
nc
ia
l s
er
vi
ce
s:
ha
rd
ly
 a
ny
 p
ro
du
ct
s
fa
vo
ra
bl
e 
fo
r 
w
om
en
 w
he
n 
th
ey
 d
on
't
ha
ve
 a
cc
es
s 
to
 la
nd
.
Ve
ry
 fe
w
 in
st
itu
tio
ns
 h
av
e 
de
ve
lo
pe
d
ge
nd
er
-s
en
si
tiv
e 
pr
od
uc
ts
T
he
 w
ay
 c
om
m
un
ic
at
io
n 
is
 c
on
ve
ye
d,
no
t
ge
nd
er
 s
en
si
tiv
e 
(c
ha
nn
el
s 
of
 in
fo
rm
a-
tio
n,
lo
ca
tio
ns
,e
tc
.)
Bu
si
ne
ss
 d
ev
el
op
m
en
t 
se
rv
ic
es
:
So
m
e 
ef
fo
rt
s 
to
 t
ar
ge
t 
w
om
en
,b
ut
w
om
en
 s
til
l h
av
e 
co
ns
tr
ai
nt
s 
th
at
 k
ee
p
th
em
 b
ac
k

D
ep
en
ds
 o
n 
th
e 
se
rv
ic
e.

e.
g.
ac
ce
ss
 t
o 
cr
ed
it;
so
m
e 
ha
ve
de
si
gn
ed
 fi
na
nc
ia
l p
ro
du
ct
s 
bu
t 
th
es
e
ar
e 
fe
w
 c
om
pa
re
d 
to
 u
su
al
 s
er
vi
ce
s.

T
he
 w
ay
 t
he
 s
er
vi
ce
 is
 p
ac
ka
ge
d
(fo
rm
,g
ua
ra
nt
ee
,e
tc
.) 

Li
te
ra
cy
 le
ve
ls
:w
om
en
 le
ss
 e
du
ca
te
d,
le
ss
 a
bl
e 
to
 in
te
rp
re
t 
th
at
 in
fo
rm
a-
tio
n.
D
oi
ng
 b
us
in
es
s.
D
on
't 
kn
ow
D
on
't 
kn
ow
I d
on
't 
kn
ow
Po
or
N
o
N
o
Fa
ir
X So
m
e
X So
m
e
G
oo
d
Ye
s
Ye
s
X
13 14 15Se
ct
io
n 
D
.O
rg
an
iz
at
io
ns
' k
no
w
le
dg
e 
an
d 
un
de
rs
ta
nd
in
g 
of
 w
om
en
's
 le
ad
er
sh
ip
 a
nd
 a
bi
lit
y 
to
 b
en
ef
it
 fr
om
 V
C
 in
te
rv
en
ti
on
s
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 97 A
n
n
e
x
e
s
W
om
en
's 
pa
rt
ic
ip
at
io
n 
in
 m
ee
t-
in
gs
Ev
al
ua
tio
n 
of
 w
om
en
's 
vo
ic
e 
an
d
vo
te
 in
 m
ee
tin
g
Ev
al
ua
tio
n 
of
 w
om
en
's 
le
ad
er
sh
ip
in
 fa
rm
er
 g
ro
up
s
G
en
de
r-
se
ns
iti
ve
 s
ta
tu
te
s,
su
ch
 a
s
qu
ot
as
,e
tc
.t
o 
gu
ar
an
te
e 
w
om
en
's
ac
ce
ss
 in
 t
he
se
 o
rg
an
iz
at
io
ns
C
ap
ac
iti
es
 o
f w
om
en
 t
o 
in
flu
en
ce
co
lle
ct
iv
e 
de
ci
si
on
s 
re
ga
rd
in
g 
th
e
va
lu
e 
ch
ai
n 
(w
om
en
's 
pa
rt
ic
ip
a-
tio
n 
in
 
m
ul
ti-
st
ak
eh
ol
de
r 
pl
at
-
fo
rm
s 
an
d 
pr
oc
es
se
s)
Su
gg
es
tio
n 
fo
r 
w
om
en
's 
em
po
w
-
er
m
en
t 
in
 v
al
ue
 c
ha
in
 a
nd
 p
ub
lic
sp
ac
e
H
ow
 t
o 
ge
t 
m
or
e 
w
om
en
 t
o 
pa
r-
tic
ip
at
e 
in
 a
dv
oc
ac
y
D
ep
en
ds
 o
n 
gr
ou
ps
,i
n 
so
m
e 
gr
ou
ps
,
w
om
en
 a
re
 t
he
 m
aj
or
ity
 b
ut
 t
he
 c
ha
ir
pe
rs
on
 is
 a
 m
an
,
O
r 
co
or
di
na
to
r 
is
 a
 m
an
W
om
en
 a
re
 a
ct
iv
e,
th
ey
 e
xp
re
ss
 t
he
ir
op
in
io
n,
th
ey
 a
re
 a
rt
ic
ul
at
ed
,
W
e 
ju
st
 v
is
it 
on
ce
 in
 a
 w
hi
le
M
em
be
rs
 a
re
 g
en
de
r 
aw
ar
e 
an
d 
ta
ke
is
su
es
 t
o 
fa
rm
er
s;
so
m
e 
fe
m
al
e 
tr
ea
su
r-
er
s/
se
cr
et
ar
ie
s
H
av
en
't 
co
m
e 
ac
ro
ss
 s
itu
at
io
ns
 w
he
re
le
ad
er
sh
ip
 is
 m
al
e 
do
m
in
at
ed
So
m
e 
ha
ve
 t
he
ir
 c
on
st
itu
tio
ns
 a
nd
 g
iv
e
ro
om
 t
o 
w
om
en

So
m
e 
w
om
en
 a
re
 o
ut
st
an
di
ng
,a
nd
br
in
g 
in
 t
he
ir
 is
su
es
;v
is
its
,r
eg
io
na
l
ev
en
ts
;

Pi
ck
 la
w
s 
ou
ts
ta
nd
in
g 
at
 r
eg
io
na
l l
ev
-
el
s;
w
om
en
 h
av
e 
ca
pa
ci
tie
s,
if 
th
ey
ar
e 
em
po
w
er
ed
 t
he
y 
ca
n 
pl
ay
 a
 s
ig
-
ni
fic
an
t 
ro
le
 in
 t
er
m
s 
of
 in
flu
en
ci
ng
po
lic
ie
s;
ta
ke
s 
tim
e.

St
re
ng
th
en
 w
om
en
's 
ca
pa
ci
tie
s 
as
 a
st
ar
tin
g 
po
in
t

C
ap
ac
ity
 b
ui
ld
in
g,
em
po
w
er
in
g 
th
em
w
ith
 s
ki
lls
 a
nd
 in
fo
rm
at
io
n,
in
vo
lv
e
th
e 
m
en
 s
o 
as
 n
ot
 t
o 
an
ta
go
ni
ze
 t
he
fa
m
ily
.
I d
on
't 
kn
ow
I d
on
't 
kn
ow
Im
po
rt
an
t
Im
po
rt
an
t
M
or
e 
th
an
 m
en
N
ot
 a
t 
al
l 
co
n-
si
de
re
d 
A
ve
ra
ge
X A
ve
ra
ge
Le
ss
 t
ha
n 
m
en
le
ss
 t
ha
n 
m
en
 
X Fa
ir
N
o
X Fa
ir
X
Sa
m
e 
as
 m
en
X Sa
m
e 
as
 m
en
 
Lo
w
Ye
s
Lo
w
16 17 18 19 20 2
1
E
.O
rg
an
iz
at
io
n'
s 
kn
ow
le
dg
e 
an
d 
aw
ar
en
es
s 
on
 w
om
en
's
 a
bi
lit
y 
to
 in
flu
en
ce
 d
ec
is
io
ns
 in
 s
pa
ce
s 
of
 p
ow
er
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 98
A
nn
ex
e 
3.
E
xa
m
pl
e 
of
 a
pp
lic
at
io
n 
of
 t
oo
l 3
:r
es
ul
ts
 o
f a
 G
en
de
r-
Se
ns
it
iv
e 
M
ap
pi
ng
 o
f t
he
 C
oo
ki
ng
 B
an
an
a 
V
al
ue
 C
ha
in
Prototype Guide for Integrating Gender into Participatory Market Chain Approach 99 A
n
n
e
x
e
s
Annex 4. Example of application of tool 4: Gender-Based
Constraint Analysis and Planning 
Identification of gender-based constraints for small farmers in a sweet potato market
chain, Uganda (2014). Example extracted from the workshop on Orange Fleshed
Sweet Potato (OFSP) - Small-Scale Producer - "Gender in Value Chains and Business
Planning" - CIP, Entebbe,April 2013.
Table 1/tool 4. Identification of gender roles, responsibilities and constraints
Activities
carried out
by chain
actor
Roles and 
responsibilities
low=x, medium=xx,
high=xxx
Constraints that limit access to
and control of resources 
Resources
or service
needed to
carry-out
the activitMale Female
Female Male
Youth
Site Selection
Land prepara-
tion
Planting
Weeding
Harvesting
XX
X
X
XX
XXX
XXX
XX
Male Female
Male Female
Youth
Inadequate
access to
land
Limited
access to
manure
Land
Manure
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Table 2/tool 4: Prioritization and analysis of gender-based constraints to
plan actions - Small-Scale OFSP Producers
Gender-based 
constraint(s)
Value chain actor: Small-scale OFSP producer
Consequence Cause Actions 
1.Women small-scale
producers face chal-
lenges accessing land
2.Women producers
face challenges
accessing manure
Poor access to land
and manure by
female producers
affects production
(yields) and supply
to other actors
along the chain.
Lower yields.
Because of cultural
norms, men are the
main decision makers
over the use of
resources such as
land. Men prefer to
use land for what
they consider com-
mercial crops, such
as coffee or pineap-
ple.
There is competition
over use of manure
for food and cash
crops. Men usually
decide on use of
manure.
When it is not avail-
able at household
level, manure needs
to be purchased and
women do not nec-
essarily have the
financial resources to
acquire it.
Conduct sensitiza-
tion and communi-
cation for behav-
ioral change to
bring men on
board and recog-
nize OFSP as a
commercial crop.
Link up producers
with financial insti-
tutions offering
gender -responsive
products and serv-
ices.
Organize women
in producer
groups to facilitate
collective access
to land and
resources
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Annex 5. Example of application of tool 5: Gender Risk-
Benefit Analysis
From the   assessment for vine root producers  of sweet potato value chain, in Gem
and Ugunja, Kenya (2014).
Key: (+) = positive effects. (-) =negative effects
Actors Work Income Social / Market
Position
Othe 
Male vine
producer
Female vine
producer
Male trained, con-
tribution to farm
labor, high quality
vine production
(+)
Added respon-
sibility apart
from the gener-
al household
chores at initial
stages
(-)
Increased
incomes,
increased power
control on
household
resources
(+)
Increased
incomes-living
standards
improved, invest-
ment in other
development
projects
(+)
Diverted atten-
tion, household
conflicts over
resource control
(-)
Elevated status -
can be leaders,
power to
control/lead,
empower/involve
other women (+)
Female displace-
ment
(-)
Status of sweet
potato as a poor
man's crop elevat-
ed
(+)
Increased house-
hold food securi-
ty(+)
Women can use
smaller roots and
leaves from the
vine plots  for
food, (+)
Women dis-
placed-not able
to cultivate
other food
crops, diverted
attention
(-)
Table 2/ tool 5:
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 Gender Skits to introduce gender roles and their implications on VC develop-
ment: http://cipotato.org/wp-content/uploads/2016/04/SKITS-TO-INTRODUCE-
GENDER-CONCEPTS.pdf
 Power Point Presentation: Gender mainstraming in PMCA and Value chain devel-
opment project (phase1 training):
http://cipotato.org/wp-content/uploads/2016/04/Gender-mainstraming-in-PMCA-
and-Value-chain-development-project.pdf
 Power Point Presentation: Field program Example on  Gender integration into
OFSP Value chain development (phase 1, 2): http://cipotato.org/wp-
content/uploads/2016/04/Field-program-Example-on-Gender-integration-into-
OFSP-Value-chain-development.pdf
Annex 6.Additional  on-line training material supporting the
present guide in introduction to gender mainstreaming in VCD
The presentations are available on-line at the links indicated below. Please, copy and
paste the web links in your browser to access to the documents:
The training material has been developed by CIP researcher and /or consultants dur-
ing field application and program interventions nd it. It can be used or adapted for use
in the PMCA Training Workshop presented in this guide.
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 Antezana I., Bernet T., López  G., Oros R,. "Enfoque Participativo en Cadenas
Productivas (EPCP). Guía para capacitadores". International Potato Center (cip) pubbli-
cation. 2008. http://cipotato.org/wp-content/uploads/2014/08/004400.pdf
 Bernet T.,Thiele G. and Zschocke T., 2006. "Participatory Market Chain Approach
(PMCA) - User Guide". International Potato Center (CIP) - Papa Andina, Lima, Peru.
http://cipotato.org/wp-content/uploads/2014/09/003296.pdf
 Senders A., Lentink A.,Vanderschaeghe M.,Terrillon J. "Gender in Value chain. Practical
toolkit to integrate a gender perspective in agricultural value chain development".
AgriProFocus publication. 2013.Available on-line at:
http://agriprofocus.com/upload/ToolkitENGender_in_Value_ChainsJan2014com-
pressed14152032301426607515.pdf
 Laven A., Pyburn R., "Challenging chain to change".2012. Publication Agri-ProFocus. KIT
and IIRR. http://www.agri-profocus.nl
 Riisgaard L., Escobar A., Ponte S. "Gender and Value Chain Development." 2010.
Evaluation Study.The Danish Institute for International Studies (DIIS).
http://www.oecd.org/derec/denmark/45670567.pdf
 CIP working paper. "Guidelines for mainstreaming gender in RTB value chains" Root ,
tuber and Banana program of CGIAR consortium.
LINKS TO RESOURCES ON HOW TO CONDUCT OPEN-ENDED OR SEMI-
STRUCTURED INTERVIEWS AND DATA COLLECTION:
 Practical Tips for Conducting Gender Responsive Data Collection", by Bioversity
International. http://www.bioversityinternational.org/e-library/publications/detail/practi-
cal-tips-for-conducting-gender-responsive-data-collection/
 How to do semi-structured interviews. http://www.tools4dev.org/resources/how-to-do-
great-semi-structured-interviews/
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